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Rough Proofs 


“Why should we exaggerate when 
the truth is so wonderful?” asks 
Chester Lang, of General Electric. 
Believe it or not, Mr. Lang, adver- 
tising men are just naturally lily- 
gilders, that’s all. 


Me as 


The banks are open again, beer is 

coming back, the baseball season 

starts next month—who said there 
was a depression? 


vv¥$sgy 


. Consumers of Dixie Crystals are 
phown how to use the fabric from 
the packages in making clothes. It’s 
‘too late—people have passed the 
isack-cloth and ashes stage and are 
poctting style-conscious once more. 


= =v 


“Bounce back to normal with Coca- 
Cola.” 

A rising stock-market is also said 
'tto be a good back-bouncer. 


. FF 


Buick is proudly picturing cars 
‘that have run as much as 370,000 
miles, but hopes that this won’t dis- 
courage other owners from trading 
in before reaching that mileage 
achievement. 

; . =? 

Camel’s magician is doing a lot of 


clever tricks, but the little girl as- 
sistants are in good form, too. 


aie. 
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The new Washington pitcher, 
Frank Roosevelt, who was with a 
‘minor league club at Albany for four 
years, has more speed than any Na- 
tional moundsman has shown since 
‘Walter Johnson was in his prime. 
The experts say he’ll make good. 


7. > F 


Now that Uncle Sam has recog- 
nized the exceptional credit rating 
iof publishers by accepting their 
checks for postage during the bank 
| holiday, everybody in the publishing 
|}business is stepping just a little 
| higher. 

: 7, F 


| A Long Beach newspaper whose 
lwater-tower collapsed following the 
jjearth-quake didn’t miss getting out 
jja single issue. Just what does it 
jtake to discourage a Southern Cali- 
|}fornia newspaper publisher? 


7 3 9 


Postum is trying to persuade the 
i kiddies that they oughtn’t to drink 
coffee, insisting that even dated cof- 
jfee can’t be good (for them) to the 
last drop. 

= © 


Chase & Sanborn show a gentle- 
;}man registering deep interest in the 
i girl friend, and point out that “emo- 
tional uplift” follows drinking tea. 
| This should have been explained 
‘poe in the prohibition era. 
| vvwegy 
| The United States Daily has sus- 
) pended publication, thus depriving 
Many editors of their most reliable 
;and hard-working Washington cor- 
respondent. 

vvegy 


A new Chicago agency which ad- 
mits it has $100,000 may not have 
heard the story of the farmer who 
was asked to pay $500 for a sawmill. 

“If I had $500,” he inquired, “what 
@ Would I want with a sawmill?” 
Copy Cus. 


KARO SYRUP T0 
PLAY NEW ROLE 
AS ENERGY FOOD 


Advertising ‘Appropriation is 
Boosted to $600,000 


New York, March 16.—Armed with 
scientific facts to prove that, all 
points considered, Karo syrup is the 
best source of “quick-acting carbo- 
hydrates” for any age, Corn Prod- 
ucts Refining Company broke away 
from the juvenile feeding themes it 
has followed for several years to 
begin a magazine campaign this 
week addressed to adults who want 
to feel vigorous and ambitious. 

The company thinks enough of the 
new theme to appropriate $600,000 
for 1933 Karo advertising, which is 
three times the amount spent last 
year. The major part of the appro- 
priation will be expended in maga- 
zines, with posters and radio com- 
ing in for smaller shares in the 
order named. E. W. Hellwig Com- 
pany, the agency for many years, 
continues in charge of the account. 

The new copy is an evolution of 
the selling plan adopted that happy 
day five or six years ago when the 
distinguished head of the St. Louis 
Children’s Hospital discovered that 
Karo was invaluable in the diet of 
invalid children and babies because 
it afforded a supply of energy pro- 
ducing food with minimum strain on 
the digestive organs. 


Changed Copy Theme 


Until then Karo had been not 
merely ignored but roundly con- 
demned by food scientists. Under 
the circumstances, the company was 
limited to appetite appeals, and at 
times the cross seemed too much to 
bear. 

The pediatrician’s discovery re- 
leased a flood of useful, unsolicited 
testimonials from other scientists, 
which the company immediately 
seized upon for copy purposes. Dur- 
ing the past year the data has been 
enriched by facts related specifically 
to adult feeding which have been 
turned up by scientists retained by 
the company. 

The new series of magazine adver- 
tisements, all black and white pages, 
attracts attention with curiosity pro- 
voking headlines and illustrations. 
The first is dominated by a drawing 
of a fighting cock with a human 
head, and asks “Want to feel like a 
fighting cock?” 

The second is inspired by the story 
of the green peach that Napoleon 
ate following the battle of Dresden 
and the third by the tale of Ponce 
de Leon and the fountain of youth. 


Show Muscle Graphs 


All include a short scientific dis- 
cussion of nutrition amplified with 
muscle graphs showing what hap- 
pens when a muscle gets a dash of 
Karo, and are illustrated at side or 
bottom with a row of small photo- 
graphs suggesting new or little- 
known uses for Karo. To sweeten 
fruit drinks, to make a sauce for des- 
serts, to add flavor and palatability 
to milk are some examples. 

The salient points of the advertis- 
ing story are given in the following 
excerpts from the advertisements: 

“Slow -acting carbohydrates are 
present in many foods. But to pro- 
vide an abundance of quick acting 

(Continued on Page 8) 


Problems 


New York, March 16.—As_ the 
brewers come nearer the fulfillment 
of their dreams, their realization 
grows that much depends upon their 
methods of advertising and selling. 


Far nivety-one years the name Schaefer hes 


stosd for the highest quality im brewing. This pioneer brewer 


is to-day preparing. to sugply you to-mersow with the beverage 


you so theronptly enjoyed yesterday Sch fin 


ere oe 


New York dailies received a taste 

of what they may expect as a regu- 

lar dish shortly when this copy ap- 

peared in —e_- papers, this 
week. 


As late as last November the 
braumeisters looked forward to legal- 
ization of 3.05 per cent beer as about 
all that would be needed to open 
magical sluice gates which would 
pour a stream of golden metal into 
their pockets and a flood of golden 
fiuid down the throats of the thirsty. 
Now, with beer only a few weeks 
away and signs of new competition 
and unforeseen merchandising diffi- 
culties springing up daily, they are 
awake to the necessity for strenuous 
and thoughtful selling. 

With prohibitory clauses against 
advertising stricken from bills now 
before Congress and legislatures, the 
brewers were able to concentrate on 
market studies this week. Their 

(Continued on Page 14) 


Brewers Face Many 


as Return 


Of Beer Is Assured 


St. Louis, Mo., March 16.—This 
city, which in the hey-day of beer vied 
with Milwaukee in slaking the na- 
tion’s thirst, is prepared to resume 
its place in the sun as soon as the 
necessary legislation is passed. 

Anheuser-Busch, the magic name 
which once spelled warm hospitality, 
has $1,000,000 on hand with which 
to assure the public that its brew is 
as refreshing as in days of yore. 

Robert H. Flaherty, advertising 
manager of Anheuser-Busch, Inc., 
pointed out, however, that national 
advertising is impossible for the pres- 
ent and that newspapers and posters 
must carry the burden. Only 23 
states have qualified for the sale of 
beer fifteen days after the 3.05 per 
cent beer bill is signed by the Presi- 
dent. 

Where Beer May Be Sold 


Its sale can be legalized in 14 ad- 
ditional states by repeal or amend- 
ment of existing state dry laws. The 
states where sale of beer can begin 
without delay are Arizona, Califor- 
nia, Colorado, Connecticut, Delaware, 
Illinois, Indiana, Louisiana, Mary- 
land, Massachusetts, Michigan, Min- 


nesota, Missouri, Montana, Nevada, 


New Mexico, New Jersey, New York, 
Oregon, Pennsylvania, Rhode Island, 
Washington and Wisconsin. 

August A. Busch, Jr., vice president 
of Anheuser-Busch, Inc., announced 
that $7,000,000 will be spent for 
equipment and supplies as soon as 
beer is legalized. This will give the 
company a capacity of 500,000 bar- 
rels of beer yearly, which, however, 
is a mere one-third of its pre-prohi- 
bition output. 

While Anheuser-Busch, Inc., like 
other breweries, is unwilling to place 
any equipment orders until it knows 
the machinery can be utilized, it has 
anticipated favorable legislation by 
ordering 28,000,000 beer bottles and 
500,000 cases. The Illinois Glass 
Company, Alton, was the chief bene- 
ficiary. 

The last item in the Anheuser- 

(Continued on Page 14) 


Holy Cross Hospital. 


then advertising manager. 


tising manager, has announced. 


in charge. 


on advertising of legal beer. 


Last Minute News Flashes 


Arthur H. Kahne Critically Ill 


Chicago, March 17.—Arthur H. Kahne, advertising manager of Libby, 
McNeill and Libby, is critically ill of spinal meningitis and pneumonia at 


Mr. Kahne has been advertising manager for the past year and one- 
half, previous to which he had been assistant to Guy C. Smith, who was 


Atlas Places Account with McJunkin 


Chicago, March 17.—Advertising of Atlas Brewing Company has been 
placed with McJunkin Advertising Company, Y. H. Chalifoux, Atlas adver- 


New Drive for Palmolive to Start 
Chicago, March 17.—A new newspaper campaign on Palmolive soap 
will be launched in newspapers March 20 by Colgate-Palmolive-Peet Com- 
pany, with the appearance of 600-line copy. Lord & Thomas, Chicago, are 


Restrictions on Beer Copy Defeated 
Washington, D. C., March 17.—An amendment to the beer bill offered 
in the Senate yesterday by Senator C. C. Dill of Washington, which would 
have forbidden the advertising of legal beer or wine in dry states was 
defeated. The bill, as passed by both houses, now contains no restrictions 


-made available to licensees. 


DOUBLE LABELS 
TO APPEAR IN 
MANY GARMENTS 


Cluett, Peabody Extend Use 
of Sanforizing 


New York, March 16.—After sev- 
eral years’ intensive promotion of 
their Sanforized Process of Con- 
trolled Shrinkage, Cluett, Peabody & 
Co. have taken the next logical step, 
making this celebrated process avail- 
able to manufacturers and cutters-up 
in many branches of the textile field. 

The most sweeping advertising in 
the history of the company has been 
created by the Sanforizing Division 
in support of this four-point pro- 
gram: 


“1. Obtaining the co-operation of 
the sales and promotional depart- 
ments of converters and finishers of 
washable fabrics made wholly or 
partly of cotton or linen. 


“2. The purchase by the consumer 
of washable wearers that give com- 
plete satisfaction—permanent fit. 


“3. The sponsorship of outstand- 
ing ‘balanced quality’ finished prod- 
ucts that build style prestige and 
confidence for the retailer and that 
eliminate his ‘returned goods evil’ on 
washable wearables. 


“4, The increased sale of depend- 
able washable wearables for all de- 
partments of the retail store by edu- 
cating the consumer to the satisfac- 
tion and the economy of washable 
fabrics which do not shrink out of 
fit when laundered.” 


Will Carry Special Label 


Elaborate machinery has been de- 
veloped by Cluett, Peabody & Co., 
and under the enlarged plan will be 
Cloth 
which is Sanforized-shrunk with this 
machinery will bear the company’s 
trade-mark “Sanforized-Shrunk” if 
the finished result tests within three- 
fourths of one per cent of a pre- 
determined shrinking test sample. 

The 1933 advertising, already 
launched in magazines and trade 
papers, will apprise the public that 
the process, hitherto confined to Ar- 
row shirts, collars, underwear and 
handkerchiefs has been used in the 
production of many other kinds of 
wearing apparel, including washable 
wearables in the women’s and chil- 
dren’s field, Sanforized fabrics sold 
over the counter, work clothing, and 
washable clothing and furnishings 
for men and boys. 

Harper’s Hazaar, The New Yorker, 
Vogue, Vogue Pattern Book, Delinea- 
tor, American Golfer and Collier’s 
Weekly are carrying this sensational 
news to the general public. 

The farm field is being reached 
through Farmer’s Wife, The Farm 
Journal and Country Home. Buyers 
of overalls are getting the same mes- 
sage through Locomotive Engineers’ 
Journal and other papers in the 
railway employe field, while the sup- 
port of retailers is being enlisted by 
copy in Daily News Record, Women’s 
Wear Daily, Dry Goods Economist 
and Dry Goods Merchants Trade 
Journal, 


Laundries to Help 


An interesting angle is the co- 
operation pledged by laundries, to 
which the shrinkage problem has 
long been a serious one. 

Laundries have volunteered to dis- 
seminate information about the San- 
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forizing process and its application 
to different types and qualities of ma- 
terials in washable wearables. State 
colleges, also interested in reducing 
the problems of rural homekeepers, 
will perform the same service. 

While the economy appeal is re- 
garded as particularly potent at 
present, it will be subordinated to 
that of style and fit in most cases. 
Typical headlines include: “Style 
Insurance for Tubbables”; “Sanforiz- 
ing Gives a Hand to Fashion”; “San- 
forized-Shrunk Fabrics Ride on the 
Fashion Wave”; “How to Achieve 
Smartness that Stays Smart in Tub- 
bables”; “How Many Shrinkage Phan- 
toms in Your Attic.” 


Exhibit at World’s Fair 


Even the dub golfer will prick up 
his ears when he reads in his favorite 
paper that “Sanforizing Scores An 
Ace”—copy suggesting that well-fit- 
ting togs will help his game. 

The Sanforizing process will also 
be exhibited at the Century of Prog- 
ress in Chicago, where thousands of 
women interested in the technical 
side of Sanforizing may assuage their 
thirst for information. 

A considerable number of manufac- 
turers who will use the Sanforizing 
label in addition to their own in fin- 
ished garments are expected to fea- 
ture the new process in their own 
copy. 


Renew Bundesen Talks 


Horlick’s Malted Milk Corporation, 
Racine, Wis., has renewed its con- 
tract for the twice-weekly “Adven- 
tures in Health” series presented 
over an NBC-WJZ network. Dr. 
Herman N. Bundesen, Chicago health 
commissioner, gives the talks. 


New Account for Central 


Advertising of Trainor National 
Spring Company, Newcastle, Ind., 
has been placed with Central Adver- 
tising Corporation, Indianapolis. 
Trade papers and direct mail will be 
used. 


Breunig Has New Post 


LeRoy C. Breunig, treasurer of the 
Advertising Club of Indianapolis, 
Ind., has been named field manager 
for the Indianapolis district of Henry 
L. Doherty & Co. 


INTRODUCING NEW SHRINK-PROOF PROCESS 
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SAFEG 


ror SMART 
WARDROBES 


ARDS STY EI 


Typical copy used to promote the sale of garments made from cloth 
y ae Sanforized. The label which identifies such garments 
is shown in the upper left. 


Fraenkel in Sales Post 


E. V. Fraenkel has been appointed 
assistant sales manager of Frederick 
Stearns & Co., Detroit, drug manu- 
facturers. 


Southern Daily Quits 


Birmingham, Ala., Daily Mirror 
has suspended publication § after 
operating for two weeks. 


is produced 


economical 


graphically speaking? 


Do you know whether 


your typographical work 


@ Maybe you don’t care! But if you do you 
can be confident it is if you are using a mem- 
ber of the *A.T.A. because his shop is geared 
for time-saving, unlimited type supply, com- 
petent workmen, careful supervision, and 
competent cost computing based on reports 
and practices from the entire country. Isn’t it 
important, especially in these days, that your 
Advertising Dollar produce its maximum, typo- 


by having your work done by a member of the 
A.T.A. Consult our nearest member today. 


Advertising Typographers 
of America 


NATIONAL HEADQUARTERS: 461 Eighth Ave., New York 


% Members are located in Boston, 
Chicago, Dallas, Denver, Detroit, 
Indianapolis, New York, Philadel- 
phia, Pittsburgh and Toronto, Can. 


in the most 


manner? 


You can be sure of this 


Typography 
That Sets : 
Up an Ideal EARN 


Ford Planning 
To Advertise 
Newest Models 


Detroit, March 15.—‘Henry Ford 
IS going to advertise and tells you 
so promptly,” Arthur Brisbane de- 
clared in his daily column in Hearst 
papers this week, after he and M. C. 
Meigs, of The American Weekly, had 
visited with Mr. Ford. 

“He knows that for success you 
must first have what the people want, 
and, second, let them know you have 
it,’ Mr. Brisbane says. “Advertising 
lets them know.” 

Comment by Mr. Brisbane that 
Ford will advertise, and that a new 
ear “will presently appear,” confirm 
the story carried exclusively in the 
Feb. 11 issue of ADVERTISING AGE, 
which pointed out that while no ad- 
vertising at all would herald the in- 
troduction of the new large eight 
which appeared last month, it was 
generally believed that a huge cam- 
paign would appear in the spring, 
when a smaller eight would be 
brought out to complete the Ford 
line. 


Formay in New Drive 
on the West Coast 


Newspapers and radio are being 
used in a new Pacific coast campaign 
for Formay shortening, product of 
Swift & Co. Newspaper copy is of 
the comic-strip type, built around the 
slogan, “makes you a better cook,” 
and the radio program is broadcast 
daily over twelve CBS coast stations. 

The Los Angeles office of J. Walter 
Thompson Company is in charge. 


Death of E. F. Hamm 


E. F. Hamm, president of the Traf- 
fic Service Corporation, publisher of 
Trafic World, and _ president of 
Blakely Printing Company, Chicago, 
died at St. Augustine, Fla., after a 
long illness. Burial was in Chicago 
March 10. 

E. F. Hamm, Jr., will continue to 
direct the publication of Traffic 
World. 


KPO Increases Power 


KPO, San Francisco, key station of 
the NBC gold network, will celebrate 
the opening of its new $250,000 
50,000-watt transmitter March 25 
with a special nationwide program. 


Care in Picking 
Media Urged on 


Four A Members 


New York, March 16.—John Ben- 
son, president, American Association 
of Advertising Agencies, yesterday 
mailed a letter to all members of the 
group, urging that space buyers of 
member agencies impress upon pub- 
lications that advertisers are inter- 
ested only in sound circulation, as 
shown by A. B. C. audit reports, and 
not in mere volume figures. 

His letter follows closely after 
mailing of a letter on the same sub- 
ject to members of the Association 
of National Advertisers by Stuart 
Peabody, president of that group. 

Pointing out the possibility of 
many publications leaving the A. B. 
C., especially business papers and 
smaller dailies, Mr. Benson’s letter 
says: 

“The A. B. A. is our bulwark of 
sound value, but it is being paid for 
by the publishers—four to one. If 
these publishers feel that we are at 
all indifferent about A. B. C. and 
lightly set aside such papers for non- 
A. B. C., some of them are going to 
think about saving their money. 

“Let us minimize these risks by 
appreciating the publisher who is sat- 
isfied to let his circulation reach a 
natural level, and also the publisher 
who makes available to us, through 
A. B. C. reports, the information we 
must have for intelligent purchase 
of space.” 

In his discussion of business pa- 
pers, Mr. Benson pointed out that 
“this does not mean, of course, that 
‘free’ circulation papers as such are 
not effective media, valuable to the 
advertiser and used by him with 
substantial results.” 


Railway Salutes 
To Towns On Its 
Lines Win Favor 


St. Louis, March 16.—The Missouri 
Pacific Lines concluded this week an 
unusual series of broadcasts, which 
ran for six months and included 
salutes to 154 communities on the 
lines of the railroad. The salutes 
were broadcast over Station KMOX, 
St. Louis. 

E. J. McReynolds, assistant to the 
president, who is in charge of Mis- 
souri Pacific advertising, said that 
the salutes aroused much attention. 
Local newspaper advertising and 
other tie-ups resulted in keen interest 
in the various communities featured 
in this way. 

Local chambers of commerce and 
other organizations assisted in pre- 
paring material of interest concern- 
ing their communities. 


Grady & Wagner Are 


Open for Business 


A new advertising agency, Grady 
& Wagner, has taken offices at 45 
West 45th St., New York. Principals 
are Frank A. Grady, formerly copy 
director, Sturgis & Moore, Inc., A. V. 
Grady, formerly copy chief, Diener & 
Dorskind, and Walter Wagner, for- 
merly art director, H. W. Kastor & 
Sons Company. 

Gotham Tissue Corporation, New 
York Institute of Music and the H. 
C. Sweeney Manufacturing Company 
are some of the charter clients. 


Joe Brandt Joins 


Class Publishers 


Joe Brandt, recently president of 
Columbia Pictures Corporation, has 
joined Associated Publications, Inc., 
Kansas City, as president. 

Ben Shylen is vice-president and 
publisher of the 11 regional motion 
picture trade papers issued by the 
firm. Joseph H. Gallagher is direc- 
tor of advertising. 


Dickstein in New Role 


S. K. Dickstein, recently connected 
with the Pilot Radio Corporation, 
Lawrence, Mass., has joined Zinn & 
Meyer, Inc., New York agency, as 
vice-president in charge of merchan- 
dising. 


‘HEDLITE’ IS | 
HOOVER'S GIFT | 7 
TO HOUSEWIVES 


Chicago, March 16.—After exhaus. 
tive tests, the Hoover Company has 
adopted, for most of its models, the 
Hoover Hedlite, an electric light on 
top of the cleaner which searches 
out the dirt in out-of-the-way cor. 
ners and thus brings solace to the 
heart of the fastidious housewife. _ 

This idea is one which has long 
been pondered by manufacturers of 
carpet cleaners. It cropped up per. 
sistently in letters from housewives, — 
Most of the manufacturers, however, - 
felt that they were in one business # 
and should stick to it rather than 
enter side-trails. 

Hoover tested the idea last sum- 
mer on certain models and found that 
these higher-priced sweepers. sold 
more readily than less expensive 
ones. The innovation also helped 
banish the summer slump. 


Used on Many Models 


With this practical demonstration 
of the value of something new, the 
company decided to equip practically 
all models with the “Hedlite,” for 
which patents have been applied. The 
announcement was made this week 
in The Saturday Evening Post and 
the same theme will be used, with 
less emphasis, in The Literary Di- 
gest, Good Housekeeping, Better 
Homes & Gardens and one or. two 
other magazines, as well as in news- 
papers. 

Erwin, Wasey & Co. are placing 
the campaign, under the direction of 
D. K. Colvin, advertising manager. 


Cream City Outdoor 


to Give Discounts. 


Cream City Outdoor Advertising * 
Company, Milwaukee, Wis., will give 
a discount of five per cent from 
standard rates to any advertiser } 
using six representative showings, or 
their equivalent, at any time during 
any 12-month period, in the same city 
or town, Harry J. Fitzgerald, vice- 
president, has announced. A _ dis-. 
count of ten per cent will be given 
under the same conditions for the 
use of twelve representative show- 
ings or their equivalent. 

By “equivalent” is meant any com- 
bination of minimum (quarter), rep- 
resentative (half), and intensive 
(full) showings, that will aggregate 
six or twelve representative show- 
ings, the company explains. 

The discounts, which will be al-* 
lowed after it has been earned, ex- 
cept in cases where advertisers sign 
a non-cancellable contract, in which 
case discounts may be taken monthly, 
are retroactive to Jan. 1, 1933. 


Court Enjoins Broadcast 


of Associated Press News 


Judge James D. Elliott of the fed- 
eral district court has indicated that 
he will sign an order restraining the 
Sioux Falls, S. D., Broadcasting As- 
sociation from using Associated Press 
news in its broadcasts, without au- 
thorization. 

The decision in this case is ex- 
pected to have an important effect in > 
preventing other stations from broad- 
casting news without the authoriza- 
tion of the news service or paper 
which gathered the news. 


San Francisco Hotel 
Accepts Farm Products 


New Hotel Olympic, San Francisco, 
is using newspaper space to announce 
that it is willing to exchange hotel 
accommodations for farm produce. 
Charles Jacobs Company, San Fran- 
cisco, is in charge. 

Copy announces that “if you are a 
farmer or a rancher . - we will 
accept in full payment of your accom- 
modations at this hotel, produce... 
anything you grow or raise in the 
way of food products.” 


Oakland Club Has Drive 


The Advertising Club of Oakland, 
Cal., has launched a drive for new 
members. Bert Morley, second vice- 
president, is in general charge, and 
Chester L. Fowler is head of the 
campaign committee. 
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ou can be sure theyre 


F you could be sure that every cent of your summer 
advertising appropriation was going to reach active cash- 
buyers. If you knew that every copy was laid down in the 1268 
profitable markets where you are putting your best sales efforts 
. .. wouldn’t you consider that medium a “sound buy”? 
Tower Magazines’ 100% cash by copy voluntary circulation 
is an up to the minute check of active buyers. There are no 
long term subscriptions, no clubbing offers, no boy sales. Every 
purchase gives deliberate approval of Tower’s new and livelier 
editorial content. Every purchase is an audit of buying ability. 
The woman reader must have money in her purse at the time 
she makes her selection. 
These two pictures of New York and San Francisco, taken in 


July 1932, show an intensity of summer traffic comparable to 


MYSTERY 


Summer traffic on Market Street, San Francisco 


ILLUSTRATED LOVE 


the 1268 other markets where Tower Magazines are 
purchased. They show you active buyers summer 
and every season in the year, so responsive to ad- 
vertising news that Tower Magazines finished 1932 
with a 12% increase and the first quarter of 1933 
with a 25 column gain and 29 new accounts. 


SUMMER FOOD FACTS ... Recent consumer sur- 
veys have told us . . . what salad dressings are preferred 
... the favorite light dessert of husband, wife, children . . . 
the favorite cereal . . . favorite coffee and tea (how easily 
they could be sold iced beverage ideas) . . . that quality 
and freshness in food are more important than price and 
dozens of other important facts . . . yours for the asking. 


IN 1268 MARKETS .. . 82% of all retail chain gro- 
cery outlets and 65% of independent grocery outlets are 
in Tower’s 1268 profitable markets. Here your salesman 
can cover more outlets at lesser cost. A copy of our 
Madison, Wisconsin study of a Tower tested food market 
versus scattered markets will be sent on request. 


Tower’s 74% housewife readership, average age 25, aver- 
age income $2519 . . . is eagerly responsive to news about 
summer foods . . . summer health ... Many such items ran 
last summer and are scheduled for 1933. Is your adver- 
tising appropriation planned to reach Tower’s active 
summer buyers? 


HAVE YOU SEEN 
ee 
Summer Bayers 


A new promotion piece, “Summer Buy- 
ers” may be secured by addressing The 
Research Editor, 55 Fifth Avenue, 
New York City, N. Y. 


ee ) 


OWER MAGAZINES - INC 


FIFTY-FIVE FIFTH AVENUE, NEW YORK, N. Y. 
NEW MOVIE HOME 
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Now the Banks Can Advertise 


After going through a banking sit- 
uation without parallel in the his- 
tory of modern America, the public 
is once more resuming the accus- 
tomed use of bank facilities. Public 
confidence has been restored by the 
action of the Federal government, 
and it may be only a few weeks be- 
fore practically normal conditions 
are again in evidence, as far as busi- 
ness operations involving bank serv- 
ices are concerned. 

Ever since the epidemic of bank 
failures started more than two years 
ago, sound banks have had a prob- 
lem the solution of which was not 
generally achieved. They desired, in 
many cases, to advertise, presenting 
to the public the facts regarding 
their condition; and at the same 
time they did not desire to call at- 
tention to the weakened condition of 
other institutions, which might have 
been implied by publicity of this 
character. The result was that most 
of them kept silent, waiting for the 
situation to cure itself through a re- 
turn of more favorable business con- 
ditions. 

The crisis developed by bank runs 
which led to the national bank holi- 
day and the later reopening of banks 
under license from the Treasury has 
been safely passed. Largely through 
the prompt action of the President, 
including his frank talk about banks 
and banking on the radio, uncer- 
tainty and doubt have been replaced 
by confidence and faith. 


The banks can help to strengthen 
their own positions and public senti- 
ment as well by carrying on normal 
educational advertising campaigns, 
whose objectives will be both the 
presentation of full information 
about individual institutions, and in- 
formation regarding banking func- 
tions and services generally. Bank 
copy will be read today with more 
interest than ever before given to it, 
so that financial institutions have an 
unusual opportunity to present basic 
facts regarding banking that the pub- 
lic will be interested in, and will 
appreciate having. 

As Preston Reed, alert executive 
secretary of the Financial Advertis- 
ers’ Association, says, ‘Most of the 
past trouble was caused by igno- 
rance on the part of the public. It 
has been the banker’s fault that the 
public has not realized its responsi- 
bility to the bank. Every banker 
now knows that the most important 
asset the bank has is the loyalty and 
patronage of a well-informed and 
financially educated public. 

“Evidently the public’s fear is now 
banished. The banker must be cour- 
ageous and banish his own fear of 
the public. Fear is caused by lack 
of knowledge, and is extremely con- 
tagious. Educational copy should 
be prepared with truthful statements 
clearly and simply presented.” 

Mr. Reed’s advice to the banks is 
sound and should be followed. 


Two Kinds of Beer Advertising 


With the enactment of laws, na- 
tional and state, permitting the sale 
of beer of alcoholic content approxi- 
mating that of pre-war brews, we 
shall undoubtedly see some excellent 
advertising of the famous names 
which were familiar to the American 
public before 1919. Most of the lead- 
ers in this industry have announced 
plans for aggressive advertising 
which will develop public preference 
for their products. 

In addition to the advertising of 
beer, the public will likewise read 
a good deal of advertising of brew- 
ery stocks, for which public sub- 
scription is invited. There may be 
some excellent opportunities for in- 
vestment in the brewery field, espe- 
cially in connection with the re- 
habilitation and expansion of old 
plants which were successful before 
prohibition. Legitimate promotions 
of this kind fall into one class, and 
in another will be found the custom- 
ary efforts of the Wallingfords who 
are always willing to allow the pub- 


lic to participate in a popular specu- 
lation. 

It will be unfortunate for the 
brewing industry if promotions of 
the latter kind are permitted in such 
number as to cause the public to be- 
lieve that the business is not being 
soundly financed. Losses through 
the purchases of stock in brewery 
companies which have neither the 
facilities nor the personnel to manu- 
facture and market beer successfully 
in the highly competitive market 
which will exist will tend to dampen 
some of the present enthusiasm for 
beer and its makers. 

State authorities which must pass 
on the sale of stock; publications 
which are offered advertising of such 
securities; better business bureaus, 
stock exchanges, and the brewery in- 
terests themselves, should all be on 
their guard to protect the public 
against the offering of stock which 
is not thoroughly legitimate and 
does not represent a sound basis for 
investment. 


Information 
for Advertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE. 


No. 342. Where-to-Buy-It Service. 


For many years, advertisers have 
been struggling with methods of 
tying their advertising up with the 
local dealer. The number of plans 
suggested to this end ran into large 
numbers. The American Telephone 
& Telegraph Company and associated 
concerns apparently have really 
solved the problem with their Where- 
to-Buy-It service in local classified 
telephone books. The company’s new 
brochure explains in detail how 
brand names which have been burned 
into the consciousness of consumers 
are translated into the tinkling of 
the local dealer’s cash register. 


No. 431. The Market Chicago. 


This booklet contains complete 
marketing information on the Chi- 
cago area, including population fig- 
ures, break-up by wards, location of 
transportation systems and business 
districts, analysis of buying units by 
wards, distribution of foreign and 
negro population, and summaries of 
wholesale and retail trade in the 
area. Published by Big 4 Advertis- 
ing Carriers. 


No. 462. Route List of Retail and 
Wholesale Grocers. 


A complete list of groceries in 
Louisville, arranged geographically. 
Also a route list of drug stores. Pub- 
lished by The Courier Journal and 
Louisville Times. 


No. 459. Fawcett Women’s Group. 


An exhaustive and detailed analy- 
sis of the circulation, by cities and 
towns of over 1,000, and by counties, 
of True Confessions, Screen Book, 
Screen Play, and Hollywood, the pub- 
lications which make up the Fawcett 
Women’s Group. 


No. 433. WLW—‘“The Nation’s Sta- 


tion.” 


This unusual envelope-folder might 
well be called “proofs,” since much 
of the material in it consists of fac- 
simile reproductions of letters com- 
menting on the results derived from 
commercial broadcasting over WLW, 
Cincinnati. Other interesting ma- 
terial in the folder gives WLW cov- 
erage and circulation, analyzes mail 
response to individual programs, 
gives much valuable information 
about the station and outlines the 
services of the station’s sales promo- 
tion department. 


No. 446. The Shadow of a Man, 


“There was once a Sacred Number, 
and its name was Eighty-five,” this 
booklet by Redbook Magazine asserts, 
pointing out that advertisers once 
thought 85 per cent of all purchases 
were made by women. “Today, the 
Sacred Number is losing its punch. 
The true buying unit is The Family.” 
The attractive booklet contains re- 
productions of the current series of 
advertisements in advertising papers 
which Redbook Magazine has used to 
stress this point. 


No. 368. The Open Road for Boys 


Magazine Tells Its Story. 


This fifty-four page brochure is- 
sued by The Open Road for Boys 
Magazine portrays the tremendous 
immediate purchasing power of the 
boy market today, the influence of 
boys on family purchases and the 
great influence on future markets 
that today’s boys have. The brochure 
presents an interesting picture of the 
boy market with especial emphasis 
on the phenomenal responsiveness of 
this boys’ magazine, listing among 
others, a case where an 85-line ad- 
vertisement brought 26,000 direct in- 
quiries. It further explains the 
magazine’s policy of guaranteeing 
advertisers superior results. Alto- 
gether a unique and _ interesting 
analysis of the boy market. 
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Voice of the Advertiser 


The Sweet Things 


To the Editor: In the March 11th 
issue the following quotation ap- 
peared: “Make attractive clothing 
from Dixie Crystals sugar bags.” 


Walter Wishwell could probably 
tell you that some New York chorus 
girls have been clothing themselves 
attractively for years by sacking 
sugar-daddies. 

A. T. MARTIN, 
Chicago. 
a 


Impossible to Gauge 


“Circulation” of Radio 


To the Editor: Your recent ar- 
ticles about methods to be employed 
in determining radio circulation 
prompts me to express frankly my 
views on the subject. 

It is impossible to determine the 
potential listening audience of any 
one station or group of stations. 
There are sO many varying factors 
to be accounted for which makes the 
undertaking expensive and worthless. 

For example, during the seasons of 
1930 and 1931 the Columbia Broad- 
casting System had many outstand- 
ing national program features, in fact 
many more than its competitors. 
These features aided greatly in in- 
creasing the popularity of its mem- 
ber stations. Today the story is dif- 
ferent. 


However, programs alone do not 
solve our problem. There are many 
other factors to consider. We 
must not forget the listener. Very 
seldom does the listener stay with 
one radio station unless there is an 
unusual flow of programs coming one 
after another on the same station. 
Dials are twisted back and forth each 
fifteen-minute or half-hour period be- 
cause each member of the family has 
his or her pet program. 

Other factors with which we must 
deal: local program policy, national 
hookup and national programs, re- 
ception qualities, competition from 
other stations, time of broadcast, day 
of broadcast, dial position of station, 
power and last but not least, radio 
sets. 

It is obvious with all these factors 
to consider, a true picture of radio 
circulation study is fruitless. Radio 
circulation figures can only be esti- 
mated and these figures are based on 
the U. S. Bureau of Census releases. 

My advice would be for stations 
and advertising agencies to pool the 


money which they intend using for 
the study of circulation and fight the 
ASCAP. 
JOSEPH R. SPADEA, 
Scott Howe Bowen, Inc., Detroit. 
vvy 


Standardization of Roto 
Rates Needed, Says Duffy, 


To the Editor: The line of think-’ 
ing expressed in the editorial in a 
recent issue dealing with rotograv- 
ure rates is the same as that which 
exists in my mind. 

We have often told publishers that 
the rotogravure section should be 
treated as an editorial as well as ad- 
vertising feature. There is no reason 
why the publisher should try to 
make the rotogravure section 100 per 
cent supporting from advertising 
revenue. Sporting pages of the news- 
paper, for example, are editorial fea- 
tures from which little or no adver- 
tising revenue is received, yet the 
rate mark-up for sporting page posi- 
tion, if any, is not great. 

Advertisers and agencies recognize 
the fact that the finer reproduction 
secured in rotogravure sections is 
worth more, but if it is worth 20 per 
cent more in one city it certainly is 
not worth 100 per cent more in an- 
other city. There should be a more 
uniform premium. 

A few years ago we made an in- 
vestigation of the reading habits of 
Sunday newspaper readers. Next to 
the main news section, the rotograv- 
ure section ranks second in reader, 
preference. Therefore, rotogravure 
does offer a means of reaching people 
with a quality reproduction of the 
advertiser’s message and the only 
thing that needs to be adjusted is 
the rate. Of course, the various 
groups which have been established 
are a step in the right direction. 

I am sure that the rotogravure 
section of a newspaper is a good cir- 
culation getter and if it increases 
the total circulation of the news: 
paper, part of the cost should be 
charged off as an editorial feature 
and the rate should be lowered pro- 
portionately. 

Please do not misunderstand this. 
We are not trying to establish a 
basic rate which newspapers should 
charge for rotogravure, but we agree 
with you that the premium, or mark: 
up, for rotogravure should have some 
degree of uniformity. 

B. C. Durry, 
Batten, Barton, Durstine & 
Osborn, Inc., New York. 
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ED WYNNSTARTS 
THIRD NATIONAL 
RADIO NETWORK 


New York, March 16.—The radio 
program building service organized 
last fall by Ed Wynn and theatrical 
co-workers underwent a metamor- 
phosis this week to become the third 
chain broadcasting company, the 
Amalgamated Broadcasting System. 

Ed Wynn is president; Ota Gygi, 
vice-president, and George M. King, 
director of the artists’ bureau. Of- 
fices are at 551 Fifth Ave. 

The chain expects to be function- 
ing along the Atlantic seaboard 
within a week and to extend opera- 
tions as far west as Chicago within 
amonth. Nine stations in Michigan 
are already signed up, and when the 
chain is completely organized it will 
comprise over a hundred stations in 
what is described as the lower-pow- 
ered group. 

The nucleus of the Eastern group 
of stations includes WCDA, New 
York, for which the call letters 
WYNN have been requested; WOL, 
Washington; WPEN, Philadelphia; 
WOAX, Trenton, and WBCM, Balti- 
fore. 

Tie Up With Newspapers 


When the complete announcement 
is made next week, the company will 
stress the effective teaming of radio 
with other mediums, newspapers in 
particular. There may even be a 
ban against exclusive radio advertis- 
ers. Commercial continuities will be 
limited to brief announcements at 
the beginning and end of periods, 
having the chief purpose of directing 
listeners to the sponsor’s publication 
advertising. 

Just as he thinks the possibilities 
of coordinating radio with other me- 
diums have not been scratched, Mr. 
Wynn believes advertisers have 
much to learn about programs. His 
chain will only broadcast names and 
productions so big that fans will be 


forced to turn to its stations, regard- 
less of their power, so he declares. 

Ambitious plans are under way to 
stage complete Broadway produc: 
tions, to be sponsored jointly or in 
turn by as many advertisers as are 
needed to make up the freight for 
a program lasting as long as three 
hours. 

Prior to the radio venture, Mr. 
Wynn’s interests were confined to 
the stage, investments and writing. 
Thus occupied, he is said to have 
made and lost three fortunes of over 
a million. 


Mr. Gygi is the internationally 
known violinist and _ nationally 
known legitimate producer. Mr. 


King has also achieved a reputation 
as a legitimate production executive. 


Critchfield 
Executives 


Find Berths 


Chicago, March 16.—A number of 
executives of Critchfield & Co., which 
is liquidating as of March 31, made 
new connections this week. 


L. T. Goble, who was a vice-presi-, 


dent of Critchfield, threw in his lot) 
with Earle Ludgin, Inc. Accounts! 
which Mr. Goble handled at Critch- 
field accompany him to his new 
agency. 

Edwin H. Weiss, also a vice-presi- 
dent of Critchfield, has joined Henri, 
Hurst & McDonald. 

J. A. Bairnsfather has joined 
Blackett, Sample-Hummert, Inc., as 
copy and contact man. Several ac- 
counts which Mr. Blairnsfather serv- 
iced at Critchfield will now be placed 
by Blackett, Sample-Hummert. 


~ 


Hotel Heaps Favors 


on Lexington Folks 


Having discovered that there are 
16 states containing towns named 
Lexington, the Hotel Lexington, New 
York, will show extra courtesies to 
those hailing from these towns. 

Each woman guest from these 
towns, whether or not accompanied 
by her family will receive a bouquet 
of flowers and a special letter of wel- 
come. 


A DAILY 


19,000 
RETAIL DEALERS 
MUST BE RIGHT! 


That local merchants in such 
numbers used The Christian 
Science Monitor to reach cus- 
tomers in the neighborhoods 
they know so well . . . that 
more than 2,000 national adver- 
tisers also used the Monitor 
last year . . . are facts pointing 
to the wisdom of a careful con- 
sideration of the Monitor by 
advertisers selling anywhere or 
everywhere. 


NEWSPAPER 


FOR TWEE HOME 


THE 


CHRISTIAN SCIENCE 
MONITOR 


Published by The Christian Science 
Publishing Society, Boston, Massachusetts 


Branch Offices: New 


San Francisco, Los 


York, 


Detroit, 
Angeles, Seattle, Miami . . 


Chicago, St. Louis, Kansas City, 


. London, Paris, Berlin, Florence 


RIVALS JEER, 
BUT NEW KNOX 
COPY PRODUCES 


“Qvalized Sixteenths’’ Are 
Introduced 


New York, March 16.—The jeers of 
competitors which greeted the an- 
nouncement of “ovalized sixteenths” 
by the Knox Hat Company a month 
ago have been answered by an in- 
crease of 25 per cent in sales in New 
York, Boston and Chicago, where the 
company operates retail outlets and 
where impressive newspaper cam- 
paigns were released on this theme. 

Despite the adverse weather, Knox 
and its agency, Fletcher & Ellis, Inc., 
have already been richly rewarded 
for contradicting trade philosophy 
and pulling their noses high enough 
out of the rut to see that what is old 
stuff to the trade might be hot news 
to consumers. Now the company 
knows that it will make “ovalized 
sixteenths” for women, as well as for 
men, that the campaign will be ex- 
tended to additional cities this 
Spring and Summer and that color 
pages in at least one national weekly 
will be added in the Fall. 

The full page used for the opening 
adertisement explained Knox’s new- 
old idea as follows: 


Three Head Shapes 


“Nature produces three basic head 
shapes—Long Oval, Wide Oval and 
Oval—and this is to announce that 
Knox and Nature are now in busi- 
ness together. The tradition in hats 
is Three Heads Per Hat—the new 
Knox method is Three Hats per Head 
-——your head is ovalized for contour 
as well as sized for fit—it conforms 
the hat to the head instead of the 
head to the hat. Under the old sys- 
tem you frequently wore another 
man’s hat. Under the Knok system 
you are absolutely sure of getting 
your own. 

“But that isn’t all. Knox has 
literally junked the traditions of an 
industry to give you that in-between 
fit that separates an eighth from a 
headache and whether the industry 
likes it or not the limitations of 
modern styling and the dangers of 
modern sizing must go. 

“High pressure selling can no 
longer justify tight pressure hats. 
This new, exclusive Knox system of 
“ovalized sixteenths,” so essential to 
style and to fit, is also vital to head 
comfort and, therefore, to health. 
What you want is a hat that won’t 
interfere with the circulation of the 
blood . . . and Knox is first to put 
such hats in circulation. 

“For the present, at least, these 
revolutionary developments in hat 
making reduce all hat labels to two 
schools. Your choice today rests be- 
tween the Obsolete and the Ovalized 
—between a composite oval made for 
the crowd and one of the three dis- 
tinctive ovals specified by Knox and 
Nature for you.” 


Humorous Treatment 


The opening advertisement and the 
large insertions which have appeared 
once or twice a week thereafter have 
been illustrated with showing the 
three typical head shapes and humor- 
ous cartoons of men in hats that do 
not fit them, hat clerks twisting hats 
out of shape to make them larger and 
salesmen trying to-force the wrong 
size on a customer’s head. 

One advertisement, chiefly pic- 
torial, shows with photographs how 
a hat is twisted out of shape and its 
style and comfort lost when placed 
cn a head either wider or longer 
than it is shaped to fit. Talking 
points made for “ovalized sixteenths” 
in other advertisements are that they 
have more style, wear longer and re- 
quire no breaking in. 

Preparations for having the con- 
sumer see it with his own eyes in- 
clude the installation in the com- 
pany’s stores of two mechanical head 
measuring devices, the Conformateur 
and the Formillion, used to obtain a 


GIVES SEASONAL APPEAL 


Special Coty deal of powder and 

perfume which is being featured in 

a wide-spread newspaper drive this 
month, 


miniature reproduction of the con- 
tour of a man’s head. The advertis- 
ing tells how these patterns are filed 
in the Knox Size Registry, so that 
the customer will be saved the 
bother of being measured every time 
he buys a hat and can order from 
any distance if unable to come in. 


Digging Up Old Stuff 


Competitors declare that both 
Knox improvements are hoary with 
age, that there is not a hatter or hat 
department in the country which 
does not have a machine for con- 
forming hats to fit out-of-portion 
heads; that sixteenth sizes have al- 
ways been made, accidentally or 
purposely; that hats sized at the fac- 
tory will shrink or expand a full size 
in shipment to dealers and must be 
re-sized when sold; that, in short, 
Knox is taking an unfair advantage 
in advertising claims unsupported by 
the facts. Some wondered if the 
whole thing was an attempt to force 
retailers to carry larger stocks. 

But Knox is sticking to its story, 
pausing only to explain to other hat- 
ters that they have no thought of in- 
creasing the dealers’ stock burden. 

“It’s all in knowing what is 
needed,” said a Knox. executive. 
“Very little change in stock is 
needed, 25 per cent at most. 

“Seventy-five men in a hundred 
take the regular oval shape; twenty | ® 
need long oval; five, wide. Racial 
strains are a factor in head shapes, 
so we know what shapes to order for 
certain neighborhoods. Practically 
no wide ovals are needed in some 
sections, few long ovals in others.” 

The store managers say the most 
potent appeal of the new idea in 
sizes and shapes lies in the fact that 
men want comfort with their style, 
and that the new attention to proper 
fitting removes dread of the ordeal 
of breaking in a new hat. 


Furniture Dealers to 
Start Voluntary Chain 


Approximately 45 furniture deal- 
ers have been organized into the nu- 
cleus of a voluntary chain, the first 
in this field, by the Van Blerkom 
Furniture Company, New York 
wholesale house. 

When operations are begun this 
Spring, the chain will buy merchan- 
dise as a group, run weekly full-page 
advertisements in local newspapers, 
accept merchandising and credit ad- 
vice from headquarters and other- 
— follow conventional chain prac- 
tices. 


Tabloid for Sporting 
Goods Field Is Started 


Sport Trade News, a fortnightly 
news tabloid for sporting goods deal- 
ers, manufacturers and jobbers, has 
been launched by James A. Rice, 180 
N. -Michigan Ave., Chicago. The 
subscription price is $1 a year. 

Circulation to 6,000 sporting goods 
dealers, 5,000 hardware and sporting 
goods stores, and 800 sporting goods 
departments of department stores. is 
to be guaranteed. 


Independents Seek Writ 


in Gasoline Price War 


Independent gasoline retailers af- 
fected by the price war in New Jer- 
sey have charged seven major oil 
companies with retailing gasoline for 
less than the wholesale price. 

The dealers asked for a restraining 
injunction but were refused. 


COTY GIVING 
PERFUME WITH | 
FACE POWDERY © 


Campaign Launched While! 
Banks Are Closed 


New York, March 16.—With a 30. 
day campaign involving $50,000 
scheduled to start on March 10, in 
the middle of the banking holiday, 
Coty, Inc., indicated its faith in ad. 
vertising in no uncertain terms by 
sending the following’ telegram,” 
signed by Jean Despres, sales man 
ager, to 1,000 of its leading accouuts 
throughout the country: 


SS 


“Our plans and our confidence in? 
American business remain unaltered,” 
We are backing this faith with the 
largest newspaper advertising cam-~ 
paign in Coty’s history and with ae 
group of merchandise specials offer. © 
ing values certain to start cash mov: | 
ing. Telegraph your requirements.” © 

The campaign, featuring a special 
deal in which a bottle of perfume igs 
given free with a purchase of face 
powder, is appearing in 214 news. 
papers in 155 cities this month, and7 
also in the American Weekly. The 
combination offer is not being fea-’ 
tured in other magazine advertising, | 
in which Coty’s face powder is pre 
sented alone. 


Gives Choice of Odeurs 


“Pay only for face powder — the 
perfume is Coty’s gift to you,” copy 
declares. “To women who use Coty 
Face Powder we don’t have to say a 
word about its excellence. But we? 
do want to tell you about this special 
Powder-and-Perfume Set—just cre 
ated!—Coty’s tribute to Coty devo- 
tees! It’s in a smart boudoir case” 
—an exquisite symphony of cream ~ 
and orange. There’s the famous” 
‘powder-puff’ box of face powder, and 
beside it—Coty’s gift to you—thal 
generous flacon of costly perfume 

gaily capped with orange. Take your © 
choice of six of Coty’s best-loved | 
odeurs.” 

Size of copy varies from 120 lines 
on three columns to 85 lines on two 
columns, with the number of inser-7 
tions varying in different cities and] 
different papers. : 


Protect Deal 


Extraordinary precautions have : 
been taken to keep the deal intact, * 
the most important of which is the © 
special combination package, in 
which both the powder and the per- © 
fume fit into cut-outs. Removal of 
either item thus leaves a blank which © 
the customer cannot overlook. | 

The perfume flacon carries the © 
word “sample” blown into the glass 
across the bottom, and in addition the © 
phrase, “Sample—not to be sold” is | 
printed on the reverse of the flacon’s 
label, where it may be seen through © 
the glass. ; 

The company has also been careful 
to avoid overstocking dealers with 
the combination, feeling that unwel- 
come price-cutting often results in 
such cases as soon as the manufac- 
turer’s advertising ceases to feature 
the deal. Under the plan adopted, | 
the largest number of combinations 
which a retailer may secure is ap- 
proximately one gross. 

P. K. Frowert Company, Inc., New 
York, is the Coty agency. 


Issue Fair Guide 


National Travel Bureau, Inc., 100 
W. Van Buren St., Chicago, has an- 
nounced plans for the issuance of 
“The National Travel Guide,” a book 
designed to create a desire to visit 
the Chicago world’s fair. Norman T. > 
Gregg, at one time with Erwin,” 
Wasey & Co., is manager, and John 
P. Murrish is director of sales. 


ns 


Sutter With Pilo-tone 


Robert Sutter, formerly with the 
Chicago office of Ruthrauff & Ryan, is 
now in charge of sales for Pilo-tone © 
Laboratories, Chicago, cosmetic man- 7 
ufacturers. 
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‘al ot get sales today you must contact the people able to buy. In Chicago 
which | and suburbs these able-to-buy people are to be found among the more 
than 600,000 families who read the Chicago Tribune. As far as the 
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glass Purchase of most advertised merchandise goes, these Tribune families 
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NOTE: Circulations are averages for six months’ periods ended 
September 30, and for city and suburban only 
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arket, of ountte, is sales. And to 


Tribune coverage among families in 
the better residential districts in Chicago 
alone—a group as large as the city of 
Cleveland—is in excess of 80%. And 
among the buying groups in all other 
residential neighborhoods and suburbs 
the Tribune is the dominant newspaper 
and advertising medium. The Tribune 
appeals to those who are this year’s 
prospects for advertised goods by reason 
of its vigorous editorial independence, 
its dynamic presentation of news and its 
service in the fields of human interest. 
These readers, in turn, approve the 


Tribune so completely that it has tre- 
mendous selling influence, not only in 
metropolitan Chicago but among over 
170,000 additional families with buy- 
ability in adjacent trading centers. 


If your advertising is not in the Trib- 
une, you’re missing the market that can 
and will buy what you have for sale. 
And equally important, the Tribune has 
the lowest rate per thousand circulation 
of any newspaper in Chicago. 

If you want sales volume, ask to see 
the Tribune analysis of where and how 
your sales can be increased in Chicago. 
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MANOR HOUSE TO 
SELL COFFEE AND 
POT IN NEW DEAL 


Aims to Raise Standards of 
Coffee Makers 


Chicago, March 16.—Convinced that 
the best coffee in the world may taste 
almost as bad as the worst when 
made in the haphazard method com- 
monly used in the home, and equally 
convinced that Manor House is as 
good coffee as can be had, W. F. 
McLaughlin & Co. will launch a cam- 
paign late this month designed to 
change the coffee making habits of 
housewives in and around Chicago 
by making available to them a scien- 
tifically designed coffee maker which 
is heralded as “the simplest, surest 
new way to make perfect coffee.” 

The feature of the campaign will 
be a combination deal by which a 
specially designed enameled French 
drip coffee maker valued at $2.50 may 
be purchased for 79 cents when 
bought with one pound of Manor 
House coffee. The device, embodying 
several unique features, including a 
patented side-flow system which 
eliminates the need for filter paper, 
will not be available for separate 
purchase during the campaign, being 
obtainable only at grocery stores in 
connection with the Manor House 
deal. 


First Endorsement 


“We believe this is the best coffee 
maker we have ever seen, and it is 
the only one we have ever endorsed 
in our 79 years in business,” Major 
W. F. McLaughlin, president of the 
company, explained. 

Initial advertising of the deal, 
originally scheduled for March 15, 
but now tentatively set for March 22 
because of the unsettled banking sit- 
uation, will take the form of a better 


FEATURES DEAL 


E MELAUCHLIN 


OFFEE MAKER / 


The McLaughlin Coffee Maker, with 

which Manor House hopes to 

change the coffee making habits of 
housewives. 


than full outdoor showing in Chicago 
and its trading area. This will be 
followed two days later with 1,500 
lines in Chicago Daily News, with 
smaller copy planned for later in- 
sertions. 

An interesting feature of the deal 
is that while the coffee maker will be 
sold only in combination with a 
pound of Manor House coffee, no 
combination price is to be advertised. 
All promotional material features the 
price of the coffee maker—79 cents— 
but no mention is made of the price 
of the coffee itself. 

Officials of the company and of 
Earle Ludgin, Inc., the McLaughlin 
agency, explain that this policy has 
been adopted to take care of any 
price fluctuations which may develop 
in the coffee market during the 
course of the deal. 

Under the present plan, retailers 
taking advantage of the deal have 
agreed to maintain the 79-cent price 
on the coffee maker, so that any va- 
riation in the total price to the con- 
sumer will be no greater than present 
variations in the price of the coffee 
alone. 

Other unusual angles of the deal 
include the fact that only selected 
dealers are being offered the coffee 
makers, and these dealers are not 
required to purchase any extra coffee 
stocks. In order to cash in on the 


Announcing 
a “New Deal” for 


Outdoor Poster Advertisers 
in Milwaukee 


Retroactively 


Effective at once and retroactive to January 1, 1933, we offer 
the following quantity discount plan: 


A discount of 5% from the standard published rates of the 
Cream City Outdoor Advertising Co. will be allowed to any 
advertiser who uses six representative showings, or their 
equivalent, at any time during any period of twelve months, in 


the same city or town. 


A discount of 10% from our standard rates will be allowed to 
any advertiser who uses twelve representative showings, or their 
equivalent, at any time during any twelve-month period, in the 


same city or town. 


The discount will be allowed after it has been earned by the 


use the showings specified, 


and will be allowed on gross 


billing, other discounts or commissions being figured from the 


net billing. 


Any advertiser using poster showings to advertise more than 
one product in the same city or town may total the showings 
used for each product to earn these discounts, but an agency 
or solicitor may not total the showings used by different ad- 


vertisers for this purpose. 


This substantiai reduction in the cost of outdoor poster advertis- 
ing in the metropolitan Milwaukee markct which we serve should ap- 


peal powerfully to all advertisers who want business RIGHT NOW. 


/CREAM CITY OUTDOOR ADV.CO. 


300 N. Eighth St. 
MILWAUKEE, WIS. 


deal they need only purchase a mini- 
mum of three of the devices. 


How Deal Was Sold 


Salesmen were given two weeks 
before the appearance of the initial 
copy to line up dealers, the company’s 
original goal being 1,000 dealers, but 
latest reports indicate that the idea 
has gone over so well that approxi- 
mately 2,000 outlets will be signed 
up by the end of this week. Inci- 
dentally, the bank holiday has had 
no apparent effect on the sale of the 
deals. 

The company’s regular salesmen 
fulfill their complete function when 
they get the order for the coffee mak- 
ers from dealers. They have nothing 
to do with deliveries, store displays, 
ete., all of which work will be han- 
dled by a special crew of display 
men. 

This crew will make deliveries, in- 
stall an island floor display, a win- 
dow display, counter cards, reprints 
of the advertisements, and pamphlets 
which explain the function of the 
coffee maker and the special features 
of Manor House coffee which make 
it ideal for use with the device. Their 
work has been timed so that no dis- 
play will be installed until as close 
as possible to the opening day of the 
drive, thus obviating the possibility 
of certain dealers “beating the gun.” 

A strong tie-up between Manor 
House coffee and the McLaughlin cof- 
fee maker is created because the cof- 
fee maker is especially designed for 
the McLaughlin grind, and is said to 
give less satisfactory results with 
other grinds. In addition, the lid of 
the coffee maker carries the baked-in 
wording, “For best results use only 
with Manor House coffee,” and a pa- 
per label, easily removed, which en- 
circles the pot features the same 
theme, and also gives simple direc- 
tions for the use of the coffee maker. 

The campaign is scheduled to run 
for approximately 60 days. 


Chronicler of 
‘Freaks’ of New 
England Is Dead 


Winsted, Conn., March 16.—Lewis 
T. Stone, the man who made Winsted 
famous, died here March 13 at the 
age of 57. A newspaper man for 40 
years, Stone was the originator of 
the many stories about freaks of na- 
ture in the Connecticut hill-town 
which gained nationwide circulation. 

The famous “Winsted Wild Man” 
of 1895, the cat with the hare-lip 
which whistled “Yankee Doodle,” and 
the cow that was so cold one winter 
day that she gave ice cream, were 
among the creations of the amiable 
“Lew” Stone, who was treasurer and 
general manager of the Citizen Pub- 
lishing Company and managing edi- 
tor of the Winsted Evening Citizen. 

So much publicity was received by 
the town as a result of Stone’s 
stories, that the community erected 
a signboard stating that Winsted had 
been “put on the map by the in- 
genious and queer stories that eman- 
ated from this town and which are 
printed all over the country, thanks 
to L. T. Stone.” 

The man who “sold” the “wild 
man” and countless other freaks to 
an amused nation had not been so 
active in recent years, although the 
Citizen frequently has blossomed out, 
even lately, with stories which 
served to uphold Winsted’s reputa- 
tion. 

The logical successor to Stone will 
be one Lester Green, rural philoso- 
pher of Prospect, Conn., whose news- 
paper articles and radio talks have 
been along similar lines. Green’s 
real name is Louis Mortison. staff 
cartoonist of the Waterbury Repub- 
lican-American. 


Dow Advances Madden 


Frank L. Madden, who has been 
with Louis F. Dow Company, St. 
Paul, Minn., since 1925, has been 
named general sales manager for the 
company. 


Geller to Cosmopolitan 


Max Geller, formerly with Liberty, 
has joined the Eastern sales staff of 


Cosmopolitan. 


KARO SYRUP 10 
PLAY NEW ROLE 
AS ENERGY FOOD 


(Continued from Page 1) 


carbohydrates we must eat or drink 
a food which contains these quick- 
acting carbohydrates in concentrated 
form. Fortunately, these quick-act- 
ing carbohydrates are the most 
easily digested of all carbohydrates. 

“Karo syrup is this kind of quick- 
acting carbohydrates. In Karo syrup 
is a high percentage of dextrose, 
which is the normal blood sugar of 
the human system. Immediately 
Karo reaches the stomach, its re 
markable energizing elements are 
utilized in the quick revival of poor 
circulation, of fatigued nerves, of 
flagging muscles. 


For All Ages 


“In recent years, the medical pro- 
fession has discovered in Karo syrup 
one of the most nourishing, fatigue- 
banishing foods. Infants thrive on 
it, growing children gain weight and 
strength, men who work hard are 
sustained longer by Karo syrup. 
‘Throughout Infancy and Childhood 

from Childhood to Old Age’ 
covers the entire range of Karo’s 
contribution to the health and vigor 
of human life. 

“If any member of your family, 
or yourself, tires quickly, suffers 
nervous irritability or generally ‘eats 
poorly’ start on a Karo schedule 
today.” 

The magazines which carried the 
introductory advertisement are 
Ladies’ Home Journal, Woman’s 
Home Companion, McCall’s, Delinea- 
tor, Good Housekeeping, Better 
Homes and Gardens, True Story and 
Parents’ Magazine. 


Plant Flooded, 
But Long Beach 
Papers Carry On 


Long Beach, Cal., March 16.—In 
spite of the earthquake which visited 
this section of Southern California 
last Friday afternoon, the Long 
Beach Press-Telegram, evening, and 
Sun, morning and Sunday, succeeded 
through heroic efforts in maintaining 
its service without a break. 

The building which it owns and 
occupies is a _ reinforced concrete 
structure, which withstood the shocks 
in good shape. The water-tower on 
the roof, however, collapsed and 
flooded the building. The resulting 
damage made it necessary to print 
the Sunday and Monday editions in 
the plant of the Pasadena Star-News. 

The Star-News, of which Charles 
H. Prisk, brother of W. F. Prisk, pub- 
lisher of the Long Beach papers, is 
the head, was not affected by the 
quake. After papers were printed, 
they were rushed the 28 miles to 
Long Beach by truck, enabling the 
local citizenry to keep informed re- 
garding the work of rehabilitation, 
which was under way with 4,000 men 
on the job in very short order. Be- 
ginning Tuesday the Press-Telegram 
and Sun were both issued from the 
Long Beach plant. 

The Long Beach publications suf- 
fered another misfortune in the 
death March 14 of W. H. Hosking, 
business manager. He was operated 
on last week and was progressing 
favorably for a time, but succumbed 
Tuesday. 

Most of the damage in Long Beach 
was done to older structures, the 
newer and more modern buildings 
standing up well. Most business 
houses were open for business last 
Monday with temporary repairs al- 
ready made. 


Martin Has Own Agency 
Theodore Martin, formerly with 
Berry & Martin, Los Angeles, has 
opened his own agency, Theo. M. 
Martin Company, at 428 Boyd St., 
Los Angeles. 


Creamery Gow } 
Sales Increased | 
By Advertising 


Minneapolis, Minn., March 14.—-° 
The power of concentrated advertis. 
ing was revealed by Ralph Campbell, 
of the Minneapolis office of Batten, 
Barton, Durstine and Osborn, in a 
talk before the Land O’Lakes Cream. 
eries annual meeting here. 

Package sales of butter manufac. 
tured by Land O’Lakes increased 22 
per cent in sections where newspaper 
advertising was concentrated, Mr, 


i> 


Campbell reported, and showed a_ 
drop in areas where newspaper ad- 
vertising was not concentrated. Dur. 
ing the year package sales of Land 
O’Lakes butter increased 12 per cent 
throughout the United States. 

“We divide the United States into 
sales territories in the same manner 
as the farmer divides his acreage,” 
Mr. Campbell explained. “The farmer 
fertilizes his ‘south 40,’ to increase 
the productivity of his land. We 
concentrate our advertising in cer- 
tain sales territories to increase the 
productivity of our sales force.” 

During the six years that the na- 
tional advertising campaign of the 
company has been in effect, package 


W. S. Hill Agency 


Vinton H. McClure, vice-president 
of W. S. Hill Company, Pittsburgh, 
has been elected president of that 
agency, succeeding the late Allen 
Fink. 

Allen Heinecke, formerly an ac- 
count executive, has been named 
vice-president. R. T. Eastell, presi- 
dent of Washington Oil Company, and 
H. S. McKinley, Pittsburgh attorney, © 
have been named to the board of di- 
rectors. George B. Kerr, secretary 
and treasurer of the agency for more — 
than 20 years, continues in that post. 


Start Building Paper 


Business Journals, Ine., 192 Lex- 
ington Ave., New York, has an- 
nounced a new publication, Building 
Modernization. E. J. Rosencrans, 
former owner and publisher of Amer- 
ican Architect and Building Age, is 
head of the organization; Charles G. 
Peker, formerly editor of Building 
Age, is editor, and George K. Gauff, 
formerly with General Contractor, 


Architectural Forum and Architec- — 


tural Record, is general manager. 


Pelletier Has New Post 


E. LeRoy Pelletier, first advertis- 
ing manager of Ford Motor Com- 
pany and first president of Adcraft 
Club of Detroit, who has been in re- 
tirement for the past ten years, has 
been retained by the federal conser- 
vators of First National Bank of 
Detroit and Guardian National Bank 
of Commerce as their public rela- 
tions advisor. 


Kenfield to Retire 


H. J. Kenfield, founder of Electric 
Traction and Bus Journal, has re- 
tired from active duty but remains a 
director of Kenfield-Davis Publishing 
Company, Chicago. Claude L. Van 
Auken, formerly vice-president and 
managing editor, succeeds Mr. Ken- 
field as president and treasurer of 
the company. 


Joins Ink Company 


Charles R. Sherman, vice-president 
and general sales manager of R. M. 
Hollingshead Company, Camden, N. 


J., has resigned, effective April 1, to 
join the Chicago office of Interna- 


tional Printing Ink Corporation as a_ 


sales executive. 


Three for Hewett-Crouse 


Advertising of Channell Mop & 
Polish Company; Sealtex Corpora- 
tion; and Kanart Manufacturing 
Company, all of Chicago, has been 
placed with Hewett-Crouse Advertis- 
ing Company, Chicago. 


Rice Active in Agency 
Julian Rice has assumed active 
management of Capital Advertising 
Company, Montgomery, Ala., of which 
he has been president for 18 years. 
He was formerly head of Alex Rice 

Clothing Company, Montgomery. 


j 
sales have increased every year, Mr. — 
Campbell told the members of this — 
co-operative farmers’ organization. — 
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— 


investing many thousands of dollars in Cosmopolitan 


Cosmopolitan—to the magazine that is the best publica- 


Scores of 


this spring—which, wid increased newsstand sales, and 


greater reader response—further confirms the trend to 


tion today—that will be a better publication tomorrow. 


Greater TOMORROW 
than Today! 


Greater TODAY 
than Yesterday... 


S7th § Street at 8th Avenue, New York 


THE CLASS MAGAZINE WITH MORE THAN ONE AND ONE HALF MILLION CIRCULATION 
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10TH DISTRICT 
ADOPTS PROGRAM 


Dallas, Tex., March 16.—Directors 
of Tenth District, Advertising Fed- 
eration of America, meeting in San 
Antonio recently, adopted a five-point 
plan for the activities of the District 
during the year, A. M. Cohen, gov- 
ernor of the District, has advised 
members. 

First point in the plan is to “sell 
Texas,” this program to include the 
use of newspaper space to acquaint 
readers with the merits of Texas- 
made products, and similar advertis- 
ing in outdoor mediums, over the 
radio, by direct mail, etc. 

The second point in the plan is 
the organization of a vigilance com- 
mittee in every city and town in the 
district “to work in harmony with 
our Better Business Bureaus and ad- 
vertising clubs who will spot and in- 
vestigate these ‘rackets,’ report them 
to their chairman, and devise ways 
and means of stopping them in their 
tracks.” 

Other points in the District’s plans 
for the year include vigorous promo- 
tion of the Texas Centennial, a drive 


to increase the membership, and 
plans to provide ample finances for 
the District’s work. 

The directors also adopted a reso- 
lution opposing the proposed tax on 
advertising which is before the state 
legislature. Copies of the resolution 
were sent to all leading newspapers 
in the state, as well as to all mem- 
bers of the legislature. 


St. Louis Club 
Holds Exhibit 
Of Local Goods 


St. Louis, March 16.—The second 
annual “Made in St. Louis” exhibit 
of the St. Louis Advertising Club 
was opened at the Statler Hotel 
March 14 with 64 exhibitors of ad- 
vertising produced entirely in this 
city. 

The national advertisers and agen- 
cies represented in the exhibit in- 
cluded the Anfenger Advertising 
Agency, Chappelow Advertising Com- 
pany, Bussman Mfg. Company, 
D’Arcy Advertising Company, James 
R. Kearney Corporation, A. Leschen 
& Sons Rope Company, Mallinckrodt 
Chemical Company, William J. Miller 
Advertising Agency, Missouri-Kansas- 


Texas Railroad, Missouri Pacific 
Lines, Monsanto Chemical Works, 
Ruthrauff & Ryan, Inc., Shell Petro- 
leum Corporation and Wagner Elec- 
tric Company. 

E. J. McReynolds, assistant to the 
president, Missouri Pacific Lines, 
who is president of the club, opened 
the exhibit. G. D. Crain, Jr., pub- 
lisher of ADVERTISING AGE, spoke at 
the luncheon meeting March 14. He 
expressed the belief that good adver- 
tising ideas are the best property in 
the country today, and that sincerity 
and enthusiasm expended in making 
advertising better pay direct returns 
to the advertiser, to business and to 
the community at large. 

The exhibit will be in place for a 
month, and will be exhibited by other 
business organizations as well. 


Account for Sutherland 


Advertising of Parks-Cramer Com- 
pany, Fitchburg, Mass., air condi- 
tioning equipment, has been placed 
with K. R. Sutherland Company, 
Boston. General magazines, business 
papers and direct mail will be used. 


Paper Takes Eggs 
The Arcadia, Ind., Sentinel, a 
weekly, has announced that it is will- 
ing to accept two dozen eggs in pay- 
ment for a year’s subscription. Eggs 
are selling for ten cents a dozen in 
the community. 


Food and 
Drug Survey of 
Midwest Available 


yours the past year WLW has made three comprehensive food 
and drug surveys of the Midwest Market. 

The latest of these is now ready. It shows the preference of the public for 
various food and drug products as, for example, the ratio of preference 
for certain brands with relation to the other brands in these markets. In 
this manner it covers virtually the entire food and drug list. 


This survey is the result of careful tabulation and analysis of thousands 


of questions to retailers and consumers, and may be considered authori- 
tative. It should be of the utmost value to concerns who wish to enter 
these markets, who want to know where they stand in public preference, 
or who must strengthen their position. . 


his official letterhead. 


HOW WLW SELLS CIGARS 
This chart covers the period when 
San Felice and R. G. Dun cigars 
and 
shows the relative growing preference 
for these two brands over competing 
brands standing next in popularity. 


were broadcast over WLW, 


Near the center 
of the dial 


In addition to compiling data of this character, 
WLW stands ready to assist food and drug 
marketers in developing and carrying out what- 
ever steps are necessary to get a profitable hold 
of the great Midwest market. Such assistance 
is based upon a thorough knowledge of condi- 
tions and friendly contacts with outlets. 


THE ABOVE SURVEYS ARE AVAIL- 
ABLE to any executive of a food or drug ad- 
vertiser or agency, who will address WLW on 


Near the center 
of population 


THE CROSLEY RADIO CORPORATION 
POWEL CROSLEY, Jr., President 


CINCINNATI 


FEBRUARY LINEAGE IN FARM PAPERS 


Monthlies 
Country Gentlemen 
Cappers Farmer 
Successful Farming 
Country Home 
Florida Grower 


Georgia-Alabama Editon 


Texas Edition 

Kentucky-Tennessee Edition 
California Citrograph 
Southern Agriculturist 
Farm Journal 
Southern Planter 
Western Farm Life 


Breeders’ Gazette 
Semi-Monthlies 


Oklahoma Farmer-Stockman.......... 


i ce Mec. paccbetecesevecs 
Hoards Dairyman 
Missouri Ruralist ............ 
Kansas Farmer-Mail & Breeze 
Indiana Farmers Guide....... 
Montana Farmer 
Missouri Farmer 
Utah Farmer 


Bi-Weeklies 


Colisermia Culsivater 2. .ccccsvccseses 
New England Homestead............. 
Pennsylvania Farmer 
The Farmer & Farm Stock & Home: 
Minnesota Edition 
Dakotas-Montana Edition 


Prairie Farmer: 
Illinois Edition 
Indiana Edition 

Nebraska Farmer 

American Agriculturist 

Washington Farmer 

Ohio Farmer 

Oregon Farmer 

Idaho Farmer 

Dakota Farmer 

Michigan Farmer 

American Agriculturist: 

Local Zone Advertising— 
Buffalo 
Long Island 
Rochester 
Poughkeepsie 
New England 
Binghamton 
Syracuse 


Albany 
Pennsylvania 
New Jersey 
Delaware 
Maryland 
Watertown 


Weeklies 


Weekly Kansas City Star: 
Arkansas-Oklahoma Edition 
Kansas Edition 
Missouri Edition 


Capper’s Weekly 
Semi Weekly Farm News: 


Tuesday Waitlones.s..ccccsvcccvsee 


Friday Edition 


Progressive Farmer & Southern Ruralist: 
Carolinas-Virginia Edition........ 
Mississippi Valley Edition.... : : : ; 


TO BOO DGGE. occ ccccperecovnes 
Wyoming Stockman-Farmer.......... 


er ee 


Wallace’s Farmer & Iowa Homestead. 
Wisconsin Agriculturist & Farmer... 
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Dairymen’s League News............. 


1933 Issues® 1932 Issues* 
ceniie 18,409 20,309 
eee AS 12,139 18,814 J 
ES 12,100 19,484 ; 
Gaara aka 9,288 11,940 F 
ae 9,073 10,886 
eas 7,882 16,440 2 
pacsies 7,142 14,616 2 
ee bike 6,742 14,071 2 
sea staat 6,612 15,820 2 f 
aaa 6,504 16,207 2 
2 Saale 6,997 17,476 Pe t 
aia 5,823 10,273 ‘ 
ieaeeue 5,542 12,023 ae 
Be Tes 4,068 10,366 2 
eiestetiasd 3,227 7,984 : 
nk eats 2,544 2,781 
tes 2,404 3,266 
Pe see 2,270 8,567 
praltecaralh 12,962 E 
14,277 é 
14,359 q 
10,762 
9,519 
10,123 
pate 10,025 
See 3,791 
egae ie 9,931 
eka 7,175 
‘ccabrckati 12,889 2 20,582 4 
Paes 12,365 2 18,877 4 
stacnen 10,666 2 18,849 2 
eoenwan 10,382 2 16,190 2 
Katana ,828 2 12,919 2 
eee 10,312 2 19,512 2 
WRASSE 9,304 2 17,875 2 
ee 9,161 2 20,752 2 
Shaeeet 7,387 2 15,529 s sf 
ESE 9,076 2 16,954 $ @ 
pareeos 8,667 2 12,437 4 § 
Puskas 8,076 2 13,480 4 § 
elaine 7,460 2 14,636 _ 
Siiteiete 7,240 2 13,136 4 
Cee 6,791 2 11,969 4 
RED 6,126 2 10,498 2 ! 
ueukees 5,133 2 12,749 2 { 
ee ee 1,394 2 224 4 § 
ae 728 2 2,184 ‘ 
cueee 562 2 602 4 
eet 546 2 546 4 
eater 455 2 1,570 ‘2 
tessa 39222092 
AS & 392 2 1,134 4 § 
gat tes hs 392 2 1,120 4 f 
eewaiens 224 2 567 4 \ 
St 364 
ee 1,120 
Pe tai 16,709 4 13,714 4 
eee: 16,308 4 13,878 4 
ae one 16,307 4 14,800 4 
eee Sete 15,316 4 23,779 4 
Seas 15,263 4 22,679 4 
eee 9,566 4 8,790 4 
casey 8,078 4 6,381 4 
FOOD 3,591 4 6,416 4 
ey 2,258 4 5,369 4 


*Discrepancies between these columns for 1932 and 1933 are explained 
by changes in frequency of issue of the publications involved. 


—Advertising Record Company. — 


“Automobile Digest” 


Razzes the Survey 


Automobile Digest, Cincinnati, has 
just issued “Surveying the Automo- 
tive Industry, or Annie the Hat 
Check Girl,’ an eight-page publica- 
tion replete with graphs and charts 
which are impossible to understand 
and explaining text which explains 
nothing. 

The booklet, which pokes much 
fun at the conventional survey, is 
good for a number of laughs. Copies 
may be secured from L. A. Thelen, 
advertising manager of the publica- 
tion. 


Ties Up Merchandise 


to Radio Programs 


After sponsoring a program featur- 
ing Frank Watanabe, the Japanese 
houseboy, and the Honorable Archie, 
his employer, over a group of west- 
ern stations for four months, Marion 
R. Gray Company, Los Angeles, is 
now making Frank Watanabe bow 
and four-in-hand ties, and the Hon- 
orable Archie shirt, to tie up with 
this program. 

The company is also giving pre- 
miums in return for sales slips show- 
ing the purchase of one or more of 
these special items. 


Daily Is Sold 

Pottstown, Pa. News, morning 
daily, has been sold to William M. 
Meister, owner and publisher of 
Pottstown Mercury, afternoon paper. 
It is expected that the two publica- 
tions will soon be merged and issued 
as an afternoon paper. 


Coast Reps in New Home 


O’Mara & Ormsbee, Inc., news- 
paper representatives, have moved 
their San Francisco offices to 235 
Montgomery St. 


Cigarette Price Cut 
Causes Tax Muddle_ 


A temporary injunction restrain-— 
ing the Alabama tax commission 
from requiring a three-cent tax on 
cigarettes selling for 13 cents a 
package has been granted in the 
U. S. District Court at Birmingham. 

B. A. Schulte, Inc., who secured 
the injunction, contended that the 
established price of several leading 
brands is now ten cents and that 
under the state law the tax should 
be computed on the basis of one cent 
for each five cents of the retail price. — 


Bell Heads Local Group — 


Rex Bell, president-manager of 
Dishon Poster Advertising Company, 
Three B Advertising Company, Dale 
Poster Advertising Company, and 
Thomson-Symon Advertising Com-. 
pany, Terre Haute, Ind., has been 
elected president of Terre Haute 
Foundation, a group which encour: 
ages location of industrial plants in 
that city. 


Hupp Promotes Wilcox 


Verne H. Wilcox, who has been as- 
sistant export manager of Hupp 
Motor Car Company, Detroit, for 
eight years, has been named export 
manager, succeeding Fred B. Sides, 
who died last month. 


Adjust Local Contracts 


On petition of local advertisers, an 
adjustment on contracts was made 
to take care of them during the bank 
holiday by Birmingham, Ala., News 
and Age-Herald. 


Offices Are Moved 


San Francisco offices of Cone, 
Rothenburg & Noee, Inc., newspaper 
representatives, have been moved to 
351 California St. 
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NO GUESS-WORK THIS TIME —IT'S HERE 


Never before in the history of this country has an important industry 
virtually discontinued operations—and then, almost over night, years later, 
been forced to prepare itself for a demand far greater than ever before. 
Just think what that means—equipment, services and supplies of prac- 
tically all kinds and types—thousands, yes, millions of dollars must be et 
by hundreds of breweries everywhere. 


Here's a part of the new deal. Get your share. 


THE RECOGNIZED MEDIUM 
MODERN BREWERY has been accepted by advertisers as the leading 


management, construction and engineering publication in this field. Edi- 
torially it covers every phase of brewing problems. It reaches every buying 
It is read by top-executives, brewmasters, plant 
engineers, brewery architects, etc. That it is a most effective advertising 
medium is proven by the 1,192 inquiries in regard to equipment received 
from brewers during the past two months. Editorially it is authoritative 


_ and progressive and it is typographically designed to meet modern needs. 


THE MARKET 


Prior to prohibition, there were only twenty-five states in which it was 


. legal to manufacture and distribute beer. Since that period a great change 


in public sentiment has occurred. The Literary Digest poll shows a total of 


_ forty-six out of forty-eight states to be wet. The remaining two are dry by 
._ an exceedingly small majority. Since prohibition, moreover, the total pop- 


ulation of the United States has increased approximately 18%. The total 
national potential market for beer, therefore, is now vastly greater than 


._ ever before in history. Yet, prior to prohibition, the brewing industry 


ranked sixth in importance in the country! 


For example, it is authoritatively estimated that when thoroughly 
modernized, the existing units in the New York Metropolitan Area will be 


able to supply but slightly over 50°, of the present demand in that ter- 
ritory. And this estimate is extremely conservative. 


Another authority estimates that the total brewing capacity of exist- 
ing plants in the United States as of January I, 1933, can supply only 1/12 
of the total expected demand. 


Regardless of which estimate is correct, it is easy to visualize the vast 
sums that must be spent for new construction and for enlargement of exist- 
ing breweries. 


YOUR OPPORTUNITY 


This gigantic market is available to you now. But you must act at once. 
MODERN BREWERY will carry your message to every buying factor in 
this rapidly growing industry. It covers the brewery personnel in all exist- 
ing plants—and will cover the many new units as rapidly as they are 
organized. 


Because of the long and continuous service, even through the years of 


, prohibition, and its authoritative editorial value, MODERN BREWERY has 


acquired the well merited recognition of the brewing industry. Its adver- 
tisers, therefore, not only reach this market in a magazine of high standing 
but also secure the prestige and confidence so necessary in successfully 
selling this industry. In addition, the circulation of every issue of MOD- 
ERN BREWERY is audited and verified for its advertisers. 


ACT AT ONCE 


Space does not permit the inclusion of all vital facts. There is more 
that you will want to know about the industry and MODERN BREWERY. 
Merely drop a line to Modern Brewery, Inc., 420 Lexington Avenue, New 
York, N. Y., or 333 North Michigan Avenue, Chicago, ll. Complete in- 
formation will be sent to you. 


MODERN BREWERY 


a —_———————— Se . oie 
isues* a ‘ 
* : 2 Oo, - 3 : 
oa fi m ‘ome te) c 
~ are are “3 
prod mnng ¢ J ; 
| Wy Wye oe 
y an 
i _ an 
3 . 
; 
2 = 3 = ¢ 
& ie 
ee | A 
.* € ‘elie reg 
ee " ok 
re ea ter 
oe ‘ is get 
ar ee? 
Br eee 
* bo grote 
ee ae 
_ eee ClO La wives 
3 ae 
' ate 
4 (Se Rae 
a 
ey 
Ce 
ee 32 ey e 
geet 
“pes 
ee 
ee a = pe 
ae 
ee came 
“ oon 
4 oer S 
4 aie 
ne 
As 
me T 
uddl iil 
estrain =a 
mission es eS 
tax on ey 
sents a ae 
in th ; 
ingham 
rat he i 
hat the , 
leading : 
nd that 
should 
aie 
; ets 
, ag 
Pi 
(FO Rema re SSRN CRRA IEE ES SAR 8 REA A IE NT IR io BIER ARI AMM SCRE 8. EO $m ENS SERRE NS ISB je RNB RO SERIA EN EAR AA PELE EA NCEE LLL LDS NOE LIAISE: 4, ier 
Set 
Se 
F: 
| 
| MODERN | 
: —_--_---- 
i — 
ka 
=— 
ae eee irg eye ca Oe eee eng ete nk dart Cee tree eRe. 5 ieee EN eect Rett, Pe A eee Er oe ye 
cs <7 aR ie Ene qatineee ait aan ek ar, ae Pe rae | RO mR SS Pee oT pp cee ener 71 ee eg ek a 
jit MRCS origin OP a Nee Re Nr ea res ve fares, Ue ae ee YS ae Pages fa et eee eats Ny ek Nag ane pM yen ewe eae) A Sas BE Se Sau ac i ON giana SN ede OB oA ea 
vo AEs CT ae = ep SS ae Bie ~ 4 Pa RS 2, AE oto ean RR o> en ee a co tie Zier s . ia uJ ‘ SE ot sae a A te: ad ee = ‘ a) i aha Ur Sn dame te PRS 
ae eal cd wet cape a en Se a eed : en RON igs Sai oC ea SE pee oe SE Sg eR gL Ne OE Se Oe tt emesiaes i 2 5 ih ike lage : we sg ees gt hy St eae 
1 wees & — eect Gumi: Sys cops te : ie eee Bate bi velee aes el? oan OOS UNS 0 a Rae 2 \ sie bak Suinaes Pate) 8s Gacy nh Gas 
cay ra eae acre ER a es eae Rs ge ee hk Opel: ety oc VTS AEE se. Maer Pes oa ae oe Ra ne. te), oy Le. _ ee ieee _ ies tae ae SRE “all cy ies See heen eee 


12 


ADVERTISING AGE 


March 18, 1933 


PREDICT MALT 
WILL CONTINUE 
HEAVY SELLER 


Chicago, March 16.—While there 
are ample indications that beer of 
more or less potency will shortly be 
legalized and made accessible to the 
public, the makers of malt are less 
disturbed than would be supposed. 

They are going ahead as usual 
with their advertising and _ sales 
plans, on the theory that while many 
citizens will not be averse to bending 
an elbow at the public taverns during 
the day, the long evenings at home 
will be enriched with foaming steins 
from the supply of home brew. 

Some of our best families, the 
legend runs, have become so accus- 
tomed to manufacturing their own 
potions that they are inclined to 
sneer at the talents of the profes- 
sional brewers. They will continue 
to make their own, it is said on good 
authority, though they may do a lit- 
tle sampling while in town during 
the day. 


May Change Copy 


The legalizing of beer may cause 
a change in malt copy, although even 
this is not certain. Heretofore, the 
malt manufacturers have confined 
their discussion to the purity and 
flavor boasted by their products. with 
never a word as to the use of malt. 
Possibly under the new dispensation, 
some of them will come out openly 
and declare that it is possible to 
make beer of malt, provided other 
materials are used in the proper 
measure. 

Many of the malt manufacturers, 
however, are in the happy position of 
being able to provide whatever the 
public wants. A case in point is the 
Premier Pabst Sales Company, Chi- 
cago, until recently Premier Malt 
Sales Company. 

The company recently bought the 
Pabst Corporation, Milwaukee, this 
purchase indicating the size to which 
the malt industry has grown. While 
Premier Pabst Sales Company is pre- 
sumably ready to capitalize any 
legislation which legalizes beer, it is 
not ready to abandon its old field. 
On the contrary, it has released an 
extensive campaign for Blue Ribbon 
Malt, featuring “Lawyer Ben Bernie.” 


OMYGOSH! THIS IS GETTING WORSE AND WORSE! 


Overcome by the giraffe controversy which has been raging in these pages, H. F. Lewis, Reuben H. 

Donnelley Corporation, and Norbert Jay, New York free lance artist, have concocted these remark- 

able specimens for the benefit of advertisers. Just in case you don't know, the one at the upper left 

is the famous Camelzooper; at the upper right is the Duco-Duk; in the center is the Gumbat; while 
at the bottom are the Polyshoo and the Directococcus. 


“Bradstreet’s Weekly,” 
“Dun’s Review” Merged 


Bradstreet’s Weekly and Dun’s Re- 
view, New York financial publica- 
tions, have been merged, and will 
hereafter be issued as Dun and Brad- 
street Weekly Review. 

Quincy Adams is editor and busi- 
ness manager. 


Changes Borax Package 
Radically After 30 Years 


After 30 years without a major 
change in package design, 20 Mule 
Team Borax is now being supplied to 
dealers in a new, modernized pack- 
age. 


Woodward to Move 


Chicago office of John B. Wood- 
ward, Inc., publishers’ representative, 
will be located on the 23rd floor of 
Wrigley Bldg., 400 N. Michigan Ave., 
after May 1. 


CAN YOU PROFIT BY WHAT WE KNOW 
ABOUT THE CHICAGO MARKET? 


Many national advertisers have expressed their surprise at the amount of ex- 
cellent information we can give them to help in determining how they can 
secure thorough and direct coverage of their best consumer prospects in the 


Chicago market. 


The flexibility and proved effectiveness of direct to the home distribution 
are winning the attention of many advertisers who want immediate sales results. 
May we, without obligation to you, show you how we give our clients the benefit 
of our long experience and knowledge of Chicago? Write for our survey, "The 


Market, Chicago." 


ADVERTISING CARRIERS 
20 EAST 8'* ST. CHICAGO 


“Stop at the KNICKERBOCKER 
HOTEL when you arrive in 
New York City” > 2» » » 


—_ 


HOTEL 


120 WEST 45th ST. - TIMES SQUARE - NEW YORK 
Edward B. Bell, Manager . 


These friendly recommendations from | 


satisfied guests are our best advertise- 
ment. We dosatisfy the most critical as to 
location, value and personalized service. 


Write for booklet and interesting 
guide to New York—FREE. 


Ve 


ff) 
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LET'S WRING 
THE NECKS OF 
ALL GIRAFFES 


To the Editor: Why not get it 
settled once and for all by pitching 
those two giraffes your readers have 
been writing about into-the ring and 
letting them fight it out. And may 
the best Camelopard win. 

Meanwhile aren’t we overlooking 
the possibilities of this distinctly 
zoological trend in advertising? 

For example, think of the possibili- 
ties for sustained interest in the Sin- 
clair advertisements if the Bronto 
saurus would only snap out of it. 

Ever since Mr. Sinclair’s Tyran- 
nosaurus first committed mayhem on 
the Brontosaurus thousands of us 
have been hoping that Bronty would 
hand Tyranno one good kick in the 
stomach before taking the count. 

And take Johns-Manville’s Pro- 
crastopod. Of, if you do not care for 
Procrastopods, take Standard of New 
Jersey’s Moto-raspus. 

Can’t you see that these beasties 
may be leading advertising out of its 
doldrums? Already I can see the 
Wrigley Gumbat making threatening 
gestures across pure reading matter 
at the Griffin Polyshoo. 

And think of what could be done 
with a good, lively Camelzooper— 
not to mention the Duco-duk and the 
Feenamink. 

I understand that our own Classi- 
fied Telephone Directory Department 
is viewing preliminary sketches of 
the Directococcus. 

H. F. LEwIs, 
Eastern Manager Direct Mail Di- 
vision, Reuben H. Donnelley Cor- 
poration, New York. 


Typographers Pick 
Chicago for Convention 

Advertising Typographers of Amer- 
ica, New York, will hold their an- 
nual convention in Chicago Sept. 
25-28. 

Sessions will be limited to half 
days, so that members will have am- 
ple time to visit the Exposition. 


Heinz Makes Radio Test 


H. J. Heinz Company, Pittsburgh, 
has released a radio test campaign 
on three stations on rice flakes, using 
“Tarzan” programs five times a week. 
The test will run six weeks on 
WSPD, Toledo, KMBC, Kansas City, 
and WJAR, Providence. 


Gerold Lauck to 
HeadN. W. Ayer’s 
New York Office 


New York, March 15.—Gerold M. 
Lauck has been appointed manager 
of the New York office of N. W. Ayer 
& Son, Inc., succeeding James M. 
Mathes, resigned, Wilfred W. Fry, 
president of the agency, has an- 
nounced. 

Mr. Lauck has been with N. W. 
Ayer since 1919, first in merchandis- 
ing work in Philadelphia, later as 
an account representative in New 
York and as manager of service. In 
1925 he entered partnership, and was 
made a vice-president in 1929 when 
the firm was incorporated. He be- 
came a director of the corporation in 
1931. 

In the course of his work with the 
agency his service duties have taken 
him to England, France and Switzer- 
land. 

He entered the advertising busi- 
ness in 1911 with the United Pub- 
lishers Corporation in Chicago, sub- 
sequently joining the staff of the 
Chicago Tribune. Following a per- 
iod as advertising manager and as- 
sistant sales manager of the Welch 
Grape Juice Company, he became af- 
fillated with the American Sugar Re- 
fining Company as advertising man- 
ager. 


Issues Unique Folder 


Better Vision Institute, New York, 
has issued an unusual booklet illus- 
trating and describing the use of 
various styles of glasses by “char- 
acter types” portrayed by leading ar- 
tists. 

Those whose work appears are Jo- 
seph Cummings Chase; James Mont- 
gomery Flagg; Charles D. Williams; 
John La Gatta; Horst; Wallace Mor- 
gan; William Oberhardt, and Walter 
Biggs. 


Vice-President of 
Hoover Company Dead 


Dan P. Hoover, vice-president of 
the Hoover Company, maker of vac- 
uum cleaners, dropped to his death 
from a fifth floor window of the 
Cleveland Clinic March 11. He was 
47 years old. 

Mr. Hoover, who was the son of 
the late W. H. Hoover, founder of 
the company, was in Cleveland for 
treatment for an intestinal disorder. 


Fisher Joins Agency 


Lloyd Fisher, formerly of Harper’s 
Bazaar, New York, has become an ac. 
count executive with Fertig, Slavitt 
& Gaffney, Inc., New York. 


PLAIN TALK IN 
BANK COPY IS 
RECOMMENDED 


Chicago, March 16.—Pointing out 
that banks are no longer on the de 


fensive, Preston E. Reed, executive 
secretary of the Financial Advertis: — 
ers Association, urged members thig” 
week to take advantage of their new” 
opportunity to do a real selling job,” 

“If we support the new administra 
tion,” said Mr. Reed in his letter, “we 
must not only be honest in our ad 
vertising but we must have the coun 
age to tell the public that a financial 
institution is in business to make 
money. The public has assumed that 
a bank was a public institution run 
for the benefit of the public—an 
eleemosynary institution.” 

“Right now the public is in the 
frame of mind to accept statements 
from bankers if made clear, plain and 
logical. They want to know what a 
bank does and how it does it. It is 
the advertising man’s job to teach in 
plain language the functions of the 
bank and the responsibility the pub- 
lic has to the bank as well as the 


Mz 


— 


bank’s responsibility to the public.” 7 
Mr. Reed argued that the Govern- of 
ment has certified that all banks #24 
which are open are strong, hence the- the 
business will go to those which em 1" 
phasize other qualifications. Bee 

sempiieimnn _ den 
; u 
Chicago Post Inspects v= 
World’s Fair Exhibits ver: 
Chicago Post, American Legion, and 
held its monthly meeting at the Ad Wit! 
ministration Building, Century of wor! 
Progress, March 13, following a sim- spa 
ilar meeting of the Agate Club A 
March 10. he | 
The veterans were told that the gpa, 
World’s Fair is setting a precedent Col; 
for such shows by operating at a con 
profit in advance of the opening. 
They inspected the buildings in a cali 
special bus provided by the manage N 
ment. one 
a the 
“Official World’s Fair ke 
Weekly” to Be Issued ,,, 
A Century of Progress, Chicago,  tioy 
will issue 23 numbers of “The Official yya; 
World’s Fair Weekly” beginning 
April 28. It will sell for 15 cents, 
and a net paid circulation of 175,000 L, 
is guaranteed. 
Ronald Millar, at one time execu- 
tive editor of Liberty. is editor. Jo- L 
seph J. Barnett, formerly of Cosmo. pre: 
politan, is advertising manager, and Eva 
James N. Buchanan is business man- Com 
ager. Offices are on the exposition Bov 
grounds. tati 
quuiagrimensiie Yor 
Joy Ties up with an 
Century of Progress Nas 
Thomas P. Joy, Chicago advertis: ™#! 
ing man, has opened an office at 360 
N. Michigan Avenue to do special 
work for official publications of or- A 
ganizations which will hold their wp, 
conventions in Chicago during the eng 
Century of Progress. wit! 
Mr. Joy will also have New York Age 
representation. mat 
Has Radio Newspaper ‘ 
“The Northwestern Chronicle”, %\ 
weekly newspaper of the air, will. pin 
make its first appearance March 19) 000 
over a coast-to-coast NBC-WJZ net: eon 
work at 2:30 E. S. T., under the) pro 
sponsorship of Northwestern Yeast) gan 
Company. 
Offer Stock Jig-Saws . 
Einson-Freeman Company, Long. Ger 
Island City, New York, is offering) An, 
stock jig-saw puzzles at low rates to of | 
those wishing to use them for adver- foo, 
tising or premium use only. They’ the 
eannot be bought for resale. 
CANIS a 
Special Stamps for Fair “ 
The post office department will is) ma; 
sue two new stamps, of one and three) ot 
cent denominations, in honor of A) ang 
Century of Progress, Chicago’s) nan 
world’s fair. Bre 
Baker Stars for Armour ‘ 
Phil Baker inaugurated a new 3 
series for Armour & Co. March 17) Bro 
over an NBC-WJZ coast-to-coast net-) cou 
work. Yor 
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WITH NEW AGENCY 


Elmer E. Bullis 


Bullis Made 
Space Buyer 
For Goodwin 


Chicago, March 16.—Appointment 
of Elmer E. Bullis as vice-president 
and director of media and research of 
the Goodwin Corporation, newly- 
formed Chicago advertising agency, 
was announced this week by Presi- 
dent Adolph O. Goodwin. 

Mr. Bullis spent 30 years with Lord 
& Thomas, much of that period as 
personal assistant to A. D. Lasker 
and director of media. He is credited 
with the purchase of $300,000,000 
worth of magazine and newspaper 
space. 

Among the advertisers for whom 
he has selected mediums and bought 
space are Quaker Oats Company, 
Colgate-Palmolive Peet Company, Ko- 
tex Company and many others of like 
caliber. 

Mr. Goodwin also indicated that 
one of the best known copy men in 
the country would shortly join the 
agency as copy chief. 

The finishing touches were put on 
the offices of the Goodwin Corpora- 
tion on the twenty-second floor of 
Mather Tower this week. 


L. D. Fernald Joins 
Scott Howe Bowen 


L. D. Fernald has resigned as vice- 
president and general manager of 
Evans Publishing Corporation to be- 
come vice-president of Scott Howe 
Bowen, Inc., radio station represen- 
tative, with headquarters in New 
York. 

Mr. Fernald was formerly assist- 
ant general manager of the Conde 
Nast Publications, and advertising 
manager of New York Evening Post. 


Account for Brown 


Advertising of Walter C. Critchlow, 
Wheaton, IIll., maker of gas saver and 
engine oiler devices, has been placed 
with E. H. Brown Advertising 
Agency, Chicago. Newspapers and 
magazines will be used. 


Trainload of Pineapple 


“A solid 30-car trainload of canned 
pineapple, carrying more than 1,000,- 
000 cans, was dispatched across the 
continent March 14 by Pineapple 
Producers Cooperative Association, 
San Francisco. 


KMOX Installs Kitchen 


KMOX, St. Louis, has installed a 
General Electric kitchen from which 
Ann Walsh, home economics expert 
of the station, broadcasts her daily 
food talks while actually performing 
the tasks she describes over the air. 


Johnson Joins Blatz 


Hal Johnson, formerly advertising 
manager of the French Lick Springs 
Hotel Company, French Lick, Ind., 
and of the Wahl Company, has been 
named advertising manager of Blatz 
Brewing Company, Milwaukee. 


Agency for De Martini 


De Martini Marcaroni Company, 
Brooklyn, N. Y., has placed its ac- 


G. Washington Sells 


Heaters and Dispensers 


G. Washington Coffee Refining 
Company, Morris Plains, N. J., has 
developed a new electric hot water 
heater and a new coffee dispenser 
which measures the exact amount of 
G. Washington coffee needed for a 
cup. 

The two items are being offered to 
druggists in a special deal. 


Two Join Kelvinator 

W. E. Saylor, formerly assistant 
advertising manager of the Frigid- 
aire division of General Motors in 
charge of air conditioning, and Ed- 
win T. Payport, formerly with the 
general advertising division of Day- 
ton, O., Daily News, have joined the 
sales promotion staff of Kelvinator 
Corporation, Detroit. 


Coal Companies’ 
Selling Agency 
Upheld by Court 


Washington, D. C., March 14.—The 
advertising and merchandising cam- 
paign originally planned by Appala- 
chian Coals, Inc., comprised of 137 
producing companies in Virginia, 
West Virginia, Tennessee and Ken- 
tucky, may actually get under way 
in the near future, as a result of the 
United States Supreme Court deci- 
sion given yesterday, which reverses 
the opinion of a lower court, holding 
the proposed sales agency violated 
the provisions of the Sherman act. 

In an opinion written by Chief Jus- 


tice Hughes, the court held that for- 
mation of the sales agency by the 
producing company was not in itself 
a violation of the anti-trust law, but 
pointed out that prosecution might 
be launched later if actual operation 
of the organization placed undue re- 
straint upon interstate commerce. 


Might Help Conditions 


The court held that a cooperative 
enterprise, which carries with it no 
monopolistic menace, and is other- 
wise free from objection, cannot be 
considered undue restraint merely 
because it would effect a change in 
market conditions where the change 
would be in mitigation of recognized 
evils and would not impair, but 
rather foster, fair competitive oppor- 
tunities. 


New Giveaway Planned 


“Your Magazine,” monthly give- 
away for drug stores, will make its 
appearance between April 15 and 
May 1, according to R. Steele Sher- 
ratt, president of Your Magazine 
Publishers, Inc., New York. 

Retailers will pay $1.50 for 100 
copies, and will give them to cus- 
tomers. Wholesale druggists, mem- 
bers of Druggists’ Supply Corpora- 
tion, will handle distribution of the 
publication. 


Gaba to Have Show 


Lester Gaba, soap sculptor, whose 
work for DuPont, Procter & Gamble 
and others has attracted wide atten- 
tion, will have an exhibition of orig- 
inal models at the National Alliance 
of Art and Industry, 65 East 56th 


St., New York, March 20-25. 


LEVEN P.M. in the Peebles house- 
hold and all is not well. Mrs. 
Peebles, draining from the bottle the 
last drop of Tickletung Antiseptic, is in 
process of deciding to go back to her 
old brand. 


What’s the trouble? Doesn’t it taste 
potent? Doesn’t her mouth feel pleas- 
antly renovated? Surely. And what’s 
more, Mrs. Peebles vaguely remembers 
reading of certain mysterious proper- 
ties possessed by this antiseptic and no 
other. 


The answer lies in the shadow behind 
Mrs. Peebles. The interested, apprais- 
ing shadow of Mr. Otto Y. Peebles. A 
while ago he guessed he liked the old 
brand better. And so, just as casually 
as that, Tickletung Antiseptic loses a 
potential customer. 


It needn’t have. If Mr. Peebles had 
only read, as Mrs. Peebles had, that 


count with Churchill-Hall, Inc., New 
York. 


WHY MRS. PEEBLES WON’T BUY 
THE SAME ANTISEPTIC AGAIN 


Tickletung was astonishingly different 
from ordinary brands, or that it would 
kill germs at twenty paces, he might 
have been prejudiced in its favor. 


For quite logically Mrs. Peebles 
spends family money on such things as 
please them both. She does 85% of the 
purchasing, but only 50% of the decid- 
ing. And whether it’s a trifling expen- 
diture for Tickletung Antiseptic or a 
trip to Bermuda, silk stockings or a 
sunlamp, in the whole transaction hus- 
band and wife figure equally. 

Thoughtful advertisers are beginning 
to see the importance of telling their 
story to men as well as women, even 
on those things that women more fre- 


quently purchase. And they have found 
a way to ensure this double readership 
without waste, even without extra cost. 


The Family Group magazines are a 
means to this end, for they are read by 
women and men. And in one of them 
—Redbook —every thousand copies are 
read by 1480 women and 1420 men. 
Moreover, the cost of reaching both 
sexes is 30% less than the cost of reach- 
ing one sex alone in other media. Even 
if it didn’t help to have men see your 
advertising, it would cost less to reach 
women alone in Redbook! 


Sell the family and you sell all. Red- 


book Magazine, 230 Park Avenue, New 
York City. 


THE SHADOW OF A MAN STANDS BEHIND EVERY WOMAN WHO BUYS 
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ADVERTISING AGE 


March 18, 1933 


Change Radio Awards 


The offer of a midget radio set as 
an award in place of the auto horn 
previously featured has more than 
doubled entries in the handwriting 
contest conducted by Phillips Petro- 
leum Corporation in connection with 
its daily radio program, Milligan and 
Mulligan, it is reported. 


Dog Page a Winner 

Youngstown, O., Vindicator re- 
cently inaugurated a Kennel Section 
in its Sunday paper which has 
proven popular with readers. The 
section is edited by Frank B. Ward, 
for 25 years sports editor of the pub- 
lication, and formerly editor of 
American Kennel. 


New Sensational + + 


PUT .TOGETHER PUZZLE! 
Ideal premium item. Sample 


on request. 
IMPERIAL MANUFACTURERS 
1213 W. Van Buren St. Chicago 


I~ 


WHE LARGEST 
PHOTO-ENGRAVING 
ORGANIZATION 
IN CHICAGO 


MAKERS OF FINE 
PRINTING PLATES 
IN BLACK OR COLORS 


ENGRAVING COMPANY 


817 W.WASHINGTON BOULEVARD 


rrone MONROE 1080 


OLL MAN (929 IS DEAD 


Franklin D. Roosevelt killed him 
with action. 

That vigil being over, we can now all go 
to work. 

You can kill OLD MAN SIT ON THE 
FENCE with action. 

Through it all ARCHITECTURE has 
held its circulation, kept it clean, and 
paced its editorial to progressive architec- 
tural thought. 

ARCHITECTURE has the buying power. 


ARCHITECTURE 


The Leading Professional Journal 
Published by Charles Scribner’s Sons 
597 Firra AvENUE, NEw York City 


-Color Ben Day Process 


Printing on Newsprint; 


Your Plates or Ours 
Shopping News— Cleveland, O. 


FE. aia" iin, 
'VE FOUND 


een THE BEST 
\ HOTEL VALUE 
IN NEW YORK 
ty CITY 


= 1 


Just think... mod- 

ern, new hotel, in the 

heart of New York— 
200 feet from Broad- 

way on 45th Street. 
A roomand bath for one, 

$2.50; for two, $3.50. 

It's the 


\\\ PICCADILLY 


45th STREET end BROADWAY @ NEW YORK 
William Madlung, Mng. Dir. 


BEER SOON, BUT 
BREWERS WORRY 
OVER PROBLEMS 


(Continued from Page 1) 
Federal lobby was concerned chiefly 
with shutting out fruit juices, and, 
apparently, was headed for success 
by one route or another, while the 
state lobby was also engaged in a 
competitive activity aimed at remov- 
ing current manufacturers of real 
beer from the sales arena. 

This last, the brewers hope, will 
be accomplished through enactment 
of a law requiring everyone con- 
nected with the manufacture and sale 
of beer to secure a license. It is pro- 
posed to charge a fee of from three 
to five dollars, not so much for the 
purpose of revenue as for the object, 
frankly stated, of excluding every- 
one who has been connected with the 
manufacture and distribution of il- 
licit beverages. 


See Few Restrictions 


Except for licenses and local op- 
tion, it is thought unlikely that New 
York legislation will place any re- 
strictions on the sale of beer. Brew- 
eries will pay an annual fee of from 
$3,000 to $5,000, depending on output; 
establishments where beer is con- 
sumed on the premises, $125 to $150; 
and other outlets, from $50 to $100. 

The suddenness with which legis- 
lation has proceeded disorganized 
metropolitan brewers for a day or 
two and caused the breaking of an 
understanding, informally agreed to 
among some and tacitly understood 
by others, that there would be no 
beer advertising until the day beer 
went on sale. In the excitement of 
the moment, the F. & M. Schaefer 
Brewing Company experimented with 
the release to newspapers of the ad- 
vertisement in the current issue of 
Vanity Fair. 

The subject of this first beer copy 
in newspapers was, “Our Hand Has 
Never Lost Its Skill.” The most sig- 
nificant sentence read, “This pioneer 
brewer is today preparing to supply 
you tomorrow with the beverage you 
so thoroughly enjoyed yesterday.” 
The advertisement was accepted by 
the newspapers without question. 

Among the disturbing discoveries 
the brewers have made the past week 
is that they must answer the ques- 
tion asked since last November with 
sharpening insistence by every 
tongue, “What is the alcohol content 
of real beer?” The brewers are well 
aware that the wrong answers have 
been going out over speakeasy bars 
and malt counters and that the task 
of enlightenment will require the 
purchase of a good deal of white 
space. 


Cooperative Effort 


The advisability of disseminating 
the correct information cooperatively 
was discussed this week by the local 
brewers in favor of a sustained co- 
operative campaign. The group also 
continued its consideration of copy 
designed to establish the true char- 
acter of the product which will be 
turned out by the pre-prohibition 
breweries and of ways and means of 
coordinating individual campaigns 
and restraining those who exhibit 
tendencies to rock the boat. 

It was decided to use persuasion 
on a brewer who, so it was reported, 
planned to angle for female custom 
with the claim that the fat-forming 
contents present in other beers were 
extracted from his brew by an inter- 
esting, exclusive process. It will be 
difficult enough, the brewers agreed, 
to spread the truth on this point 
about all brews without dissipating 
energy in intra-industrial squabbles. 

A real nightmare, together with 
apprehension about the activities of 
soft drink bottlers with valuable 
trade names, is the threat of compe- 
tition from established brewers. Un- 
til a few days ago, the pre-prohibi- 
tion brewers took it for granted that 
they need only worry about each 
other. They supposed that either the 
government would’ throw irresistible 
forces into the job of drying up boot- 
leg brew when the legitimate product 


became a source of government reve- 
nue, or that the bootleg brewer would 
retire crestfallen as soon as the ped- 
estal of outlawry was kicked from 
under him. 


New Competition 


Their naivete was suddenly dis- 
pelled by solid rumors that big shots 
of the trade were about to become 
legitimate brewers and orthodox ad- 
vertisers. Furthermore, it was said, 
the brewers who had deserted the 
cause of the thirsty during the pro- 
hibition era were in for a big sur- 
prise when beer labels bearing such 
popularly known names as, for ex- 
ample, Owney Madden and Al Ca- 
pone, made their appearance in the 
channels of trade. 

It cannot be denied that if the 
erstwhile bootleg brewers succeed 
in turning legitimate, they will have 
tremendous advantages in the race 
for sales. They control a large num- 
ber of outlets to which the cream 
of the beer market is sentimentally 
attached. Their product has im- 
proved greatly the past two or three 
years and is now considered quite 
satisfactory in all respects but price, 
a handicap which the lessened cost 
of doing business on a legitimate 
basis will adjust. 

Nor can it be disputed that the 
average consumer will derive extra 
satisfaction from buying for five or 
ten cents a glass the real McCoy 
that formerly retailed for 25 cents. 
Furthermore, there is certain to be 
more or less faith in defective alco- 
hol gauges, and speculation on this 
score will gravitate naturally toward 
the product of the reformed brewers. 


Use Newspapers, Outdoor 


When negative problems such as 
the foregoing do not intrude, the 
brewers are projecting smashing 
campaigns for newspapers and post- 
ers. Uncertainty as to the exact na- 
ture of competitive conditions and 
distributing facilities will hold up 
finished copy until the last minute. 

The brewers believe they will de- 
rive their principal volume from 
grocery and drug stores and a new 
type of beer hall or garden. None 
expressed interest in radio, direct 
mail or direct selling at this time. 


Inland Daily Press 


Names Committees 


Committee chairmen of Inland 
Daily Press Association, announced 
by President C. R. Butler, Mankato, 
Minn., Free Press, include: 

Paper, Geo. F. Thayer, Times-Re- 
publican, Marshalltown, Ia.; postal, 
W. J. Parrett, Commercial-News, 
Danville, Ill.; A. B. C., A. L. Miller, 
Enquirer-News, Battle Creek, Mich.; 
cost and production, F. W. Schaub, 
Herald-Review, Decatur, Ill.; adver- 
tising promotion, H. F. Boylan, Pal- 
ladium, Richmond, Ind.; 

Circulation promotion, W. D. Cord- 
ingley, Register and Tribune, Des 
Moines, Ia.; agricultural, F. E. Mur- 


phy, Tribune, Minneapolis; chain 
stores, J. S. Gray, News, Monroe, 
Mich.; radio, E. H. Harris, Palla- 


dium, Richmond, Ind. 


Burleigh Paris Dead 


Burleigh J. Paris, member of the 
advertising firm of Paris & Peart, 
New York, who died recently, first 
entered the advertising business with 
the Stevens-Duryea Automobile Com- 
pany in 1907, leaving there to join 
Aeolian Piano Company. 

His first agency, founded in 1915, 
was the Burt J. Paris Advertising 
Service, which later became the 
Bricka-Ford-Paris Agency, and sub- 
sequently the B. J. Paris Advertising 
Agency. The present agency was 
formed with A. G. Peart in 1925. 


Start Schwimmer & Scott 


Schwimmer & Scott, a new agency, 
has been launched by Walter Schwim- 
mer, formerly vice-president of E. 
H. Brown Advertising Agency, Chi- 
cago, and Robert J. Scott, formerly 
classified advertising manager of 
Chicago Daily News. Offices are at 
75 E. Wacker Drive, Chicago. 


Fred Jordan Takes 
Charge of Branch 


Fred M. Jordan has been elected 
vice-president of Hanff-Metzger of 
California, Ltd., and has been placed 
in charge of the headquarters office 
in Los Angeles. 

He succeeds Carl M. Heintz, re- 
signed. 


ST. LOUIS AND 
MILWAUKEE LOOK 
FOR BEER SOON 


(Continued from Page 1) 
Busch portfolio relates to the price 
at which the product will be sold. 
Unless taxation from all sources ex- 
ceeds $6 a barrel, Anheuser-Busch 
will dispense the beverage at a price 
which will make it possible for re- 
tailers to sell an eight-ounce glass 
for five cents. 


Falstaff Also Ready 


Falstaff is another label which is 
fondly remembered by lovers of beer. 
The Falstaff Corporation has contin- 
ued production of malt beverages 
during the prohibition era and is 
prepared to prove to former patrons 
that the art of brewing has been fur- 
ther refined in recent years. 

It must be admitted, however, that 
the present Falstaff Corporation is 
not identical with that so favorably 
known before the war. The Lemp 
Brewery sold the name to the pres- 
ent corporation, and disposed of its 
buildings to the International Shoe 
Company. 

D’Arcy Advertising Company han- 
dles Anheuser-Busch advertising 
while that of Falstaff is in the hands 
of Seymour Schiele Advertising Com- 
pany. 


Milwaukee Thrills 

Milwaukee, Wis., March 16.—No 
less august a body than the Milwau- 
kee Association of Commerce has let 
it be known that the return of beer 
“will end unemployment and restore 
much of the affluence of pre-war 
days.” 

This community is a-thrill as 
Washington news indicates the ap- 
proaching end of the long drought, 
and it is eager to resume its work 
of producing 7 per cent of the na- 
ion’s beer. This was its pre-war al- 
lotment. 

Here are some of the benefits listed 
by the Association of Commerce fol- 
lowing a survey: 

“Beer will reduce by 75 per cent 
the number of persons now receiv- 
ing relief. It will result in the direct, 
employment of 6,100 persons and in- 
direct work for 21,250. It will pro- 
duce a revenue of at least $65,000,000 
the first year and provide annual rev- 
enue of $40,000,000 from payrolls, 
transportation, etc. j 

“About $15,000,000 will be paid to 
the government in taxes, and about 
$6,000,000 to farmers by Milwaukee 
alone.” 


Plan Celebration 


Resumption of beer manufacture 
will be appropriately celebrated. 
Factory whistles throughout the city 
will announce that the lid is finally 
off. 

The Wisconsin legislature is con- 
sidering a bill to regulate the sale of 
beer within the state. There are five 
chief provisions: 

Saloons and fixtures must be indi- 
vidually owned; licenses to be issued 
by local governments, will be of two 
kinds: one for sale and consumption 
on the premises, the other for sale 
in original containers; bartenders as 
well as owners must be licensed and 
a licensed bartender shall always be 
present when beer is sold by the 
glass; there must be no standing bar 
and no pay checks shall be cashed. 


Offer Beer Stock 

Chicago, March 16.—Berghoff Brew- 
ing Corporation, which hitherto has 
been a closed corporation, will allow 
a few prudent investors to become 
owners of its stock, an investment 
house announced in newspapers. 

About 60,000 shares will be sold in 
the open market “to provide funds 
for an increase in capacity,” as well 
as additional working capital. 

The advertisement recites that 
“The Berghoff Brewery is advanta- 
geously located for widespread dis- 
tribution throughout Indiana, Michi- 
gan, Ohio, West Virginia; Northern 
Kentucky, Iowa and Illinois, where 


the company’s popular brands were 


long a favorite among the beer drink. 
ing public. 

“It is one of the few old time brew. 
eries with an outstanding name now 
in position to operate on a large 
scale and with an organization in- 
tact.” 

Brewing profits, according to the 
figures given, were not as heavy as 
popularly supposed. In 1917, the 
company sold 174,777 barrels and 
had earnings of $354,430. 


Allison to “Laundry Age” 


R. G. Allison, who for almost ten 
years has been assistant business 
manager of McGraw-Hill electrical 
and radio publications, has resigned 
to join the staff of Laundry Age, J. 
M. Thacker, editor and publisher of 
the magazine, has announced. 


Classified 


Advertising 


The rate for this department is 40 1 


cents a line (not agate line); mint- 
mum, $2. 


OFFICE SPACE TO RENT 


FOR RENT— Surplus _lake-front 
office space of a leading publication 
at very reasonable rate. Location 
unsurpassed. References required. 
Box 296, ADYERTISING AGE, Chicago. 


POSITIONS WANTED 


ADVERTISING MANAGER—Fif- 
teen years’ National Bank and Trust 
Company experience—three years’ 
stock and grain brokerage—five 
years’ financial agency experience— 
fifteen years on reputable New York 
newspapers—excellent contacts with 
both New York agency space buyers 
and retail advertisers—good back- 
ground and reputation for dependa- 
bility—exceptional references.  In- 
terested in proposition requiring in- 
itiative and diplomatic persistence. 
Box 303, ADVERTISING AGE, New York. 


TYPOGRAPHIC LAYOUT MAN - 


whose experience covers individual 
work for agencies and printers, plus 
department store experience, seeks 
connection. Trained by one of New 
York’s leading typographers; well- 
grounded in production. Free lance 


or full time. Box 302, ADVERTISING © 


AGE, New York. 


- PRINTING ESTIMATOR, eleven 
years’ experience in estimating and 
production of printing, complete 
knowledge of costs and operations, 
desires opportunity to show ability. 
Box 300, ADVERTISING AGE, Chicago. 

YOUNG LADY, 23, college grad- 
uate, 3 years’ advertising, secretarial, 
and stenographic experience, wants 
to be more than just a cog. Sales 
letters, follow-ups, advertising copy. 
Retail and agency experience. Box 
301, ADVERTISING AGE, Chicago. 


SPACE SALESMAN, 13 years’ ex- 
perience in advertising, special rep- 
resentative six years on largest dail- 
ies; also owned weekly paper and 
managed radio station, directing 
publicity. Understands merchandis- 
ing and space buying. Age 32. Box 
299, ADVERTISING AGE, Chicago. 

PUBLISHER’S ASSISTANT or 
promotion manager. Resourceful and 
aggressive young man with sound 
background of business management. 
A hard worker with effective ideas. 
Well liked by former associates. Box 
298, ADVERTISING AGE, New York. 


YOUNG, AMBITIOUS man with 
unusual experience available. Can 
show evidence of six years’ success- 
ful work with large manufacturer 
and Chicago agency. Experience in- 
cludes selling; artwork; develop- 
ment complete dealer help programs; 
and distributor-dealer contacts 
throughout country on variety of 
products. Excellent references. Age 
28. Married. University graduate. 
W. P. Marquam, 226 N. Lincoln St., 
Hinsdale, Il. 


FARM AND GARDEN magazine 
representative covering New York, 
now handling a Middle Atlantic ag- 
ricultural paper, can represent an- 
other in this class. 10 years in this 
territory. Box 297, ADVERTISING AGE, 
New York. 
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America 


smells S req bh 


%& Here’s a big hand for our twenty-three 
million friends who are proud of the voting 
judgment they used last November. We sus- 
pect that the other fifteen million are glad that 
the first fellows made such a good guess. 

It looks like the “new deal” will net good 
hands for a lot of us. Even the boys in our 
shop have caught the surge of Mr. Roosevelt’s 
vitality. They are showing up at the plant 
earlier in the morning. They come back from 
lunch like sophomores with a new date. They 
apparently expect to see business jump out at 
them from any corner. 

Journalists call these fellows “the men on the 


street.” But we know them. And they reflect 


the attitude of the nation. They are tickled 
at the prospect of doing a full day’s work and 
earning a full day’s pay. Frankly we are not 
much different than the “boys in the shop.” 
We are glad to smell steak. | 
The much mocked “corner,” the ‘‘new deal,” 
the “proper and much needed revenue” have 
all taken on scintillating life in the last couple 
of weeks. Everyone seems to be stirred into 
getting ready for things to happen. 

Our guess is that advertising men will be in the 
vanguard of the procession with new ideas, new 
plans, new methods for capturing new markets. 
We hope to have the opportunity of being 


out in front with them. 


Collins, Miller and Hutchings, inc. 


FORMERLY ATHENS ENGRAVING COMPANY 


717 South Wells Street, Chicago 
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PHOTOGRAPHIC 
REVIEW OF THE 
WEEK 


MAGICIANS DEPART FROM CAMEL CAMP 


Doe oe 


COSTLIER : ~ W. A. Grove, advertising manager, A. D. Byler, vice-president and general manager, and Ralph Gat 
: — . — assistant manager of sales promotion for Edison General Electric Appliance Company, look over 
TOBACCOS — 2 a Chicago World's Fair Grounds, where hundreds of Hotpoint range salesmen, winners in the compa 

kee “on-to-Chicago" contest, will be guests this summer. 


DO TASTE MP) . 
, TO PLAY HOST FAMOUS BEVERAGE IS OFF TO A NEW START 


Lee V. Mulnix, president of the Ad- 
vertising Club of Grand Rapids, 


For the first time since the much discussed Camel magic series was Mich., who is busy preparing for the 
started, newspaper copy this week discarded the magic theme, and A. F. A. convention in his city in 
concentrated on the costlier tobacco theme. June. 


Yoo took th€ way vou feel @ Refred 


soursell with aa ice-cold Coca-Cola, and bounce to 


FOR SUCH AN OLD DOG, HE CERTAINLY IS GETTING FRISKY s eng RR RRC 


Refresh yourself drink, It's a very particular hind of demk —combmning the 


picasant, wholesome substances which forcast scien 
Bounce back to normal ay do mos in cestoring you w your normal self. Real 


® delicious, it invites a pause, a pause chat wil refresh you 


April issues of national magazines and current issues of weeklies i 
troduced this new Coca-Cola theme, in which the reader is urged 
“bounce back to normal." Color pages are being used. 


“I'm introducing four 
of the finest small 
radios you've ever 
SEEN or HEARD” 


took at this ine new family ... four of 
the smartest, livest, handsomes: smail sets 
ever made. 

And cach one has all the quality, ail the 
tone, ali the performance features, that make 
RCA Victor radios famous. 

You can seil chem for the living room, bed- 
room, porch, kitchen ...any place where there's 
enough room to pur a shocbox—for they're 
aot much bigger than that! 

Yet complete—five-mbe, dynamic speaker, 
superhererodynes. They're a lot of real radio. 
The prices? From only $28.50 to $34.50! 


RCA Victor Radio Sets iS: 


e 


6 


a Illustrated with this drawing, Granat Bros., San Francisco jewele 
used large newspaper space this week to urge private treasure hun 
Spreads in business papers this week introduced to a startled audience this impressive family of the in attics and basements, with the object of digging up forgotten go 
Victor dog. Why, it was only a short time ago, after years of immobility, that Nipper began to talk and silver trinkets which could be exchanged for cash, thus putti 


and move about. money into the hands of the seller, and gold into the U. S. treasury 
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